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MARKETING 


ELLING AND ADVERTISING TO BUSINESS AND INDUSTRY 








Speeding Defense Production By Showing 
How To Use Installed Equipment—T his 


: FO 
j ' 1-EXPLOSIVE SHELLS - ca | is a 5-part armament handbook on tooling 


present equipment for machining high- 





Sy BEN C BROSHErR . 
Assortete Béstes explosive shells. Its 96 pages are crammed 


with facts from 36 companies—the down- 
to-earth practical data essential for shell 
production on the standard machine tools 
already installed. To the hundreds of 
production men facing shell orders, it will 
be a treasured guide, saving weeks and 
months of vital time. 
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Sales Training Program jor Salesmen 
Away for Long Periods 


Salesmen who seldom get to headquarters need a 
program like this to keep their sales technique in trim 


@ THIS IS the story about a manu- 
facturer who wanted to do something 
to keep his road salesmen in fighting 
trim, and inasmuch as it concerns a 
relatively small organization it may be 
of use to the great number of similar 
size companies throughout the coun- 
try and offer a suggestion to some of 
the larger ones as well. 

The manufacturer employs twelve 
traveling salesmen, in ten states, on 
salary-and-commission basis with trav- 
eling expenses and annual bonus paid. 
The company has a good reputation, 
rated by Dun & Bradstreet at $125,- 
000, good credit. It is headed by a 
president who has the interest of his 
men at heart, and who is anxious to 
help them become still better salesmen 
to their mutual advantage. 

Che company’s problem was how to 
stitute and carry on a worth while 
iles training program by mail, inas- 
nuch as the men live in their terri- 
ries and come to the home office 
nly twice a year. Any program 

ould have to be carried out at mini- 
lum expense, with as little super- 
sion as possible. The company has 


By HARRY SIMMONS 
Sales Consultant, Los Angeles 


a sales manager who supervises the 
salesmen and all sales promotion and 
idvertising. He has a good secretary 
who handles all detail; and two clerks, 
one of whom handles sales problems, 
the other advertising problems. 

The salesmen are permanent type of 
men, ages thirty-five to fifty-five, 
having been with the company from 
one to twelve years. They cover their 
territories by automobile, and are 
about as good or as bad as the aver- 
age small manufacturer’s sales force : 
yet they bring in a steady volume of 
business that enables the manutac- 
turer to pay off regularly. 

However, there was a suspicion in 
the minds of both the president and 
the sales manager that there was much 
more business to be had; and they 
felt that some kind of educational 
“check-up” program would remind 
the men to do many things they were 
overlooking, that would result in sat- 
isfactory returns eventually on a mod- 


est investment. The executives do not 
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believe in hiring and firing men care 
lessly. They hire a salesman carefully 
and then bear with him and attempt 
to build him up steadily. They pre- 
fer to keep a man who may not be 
quite 100 per cent rather than take 
another chance on an unknown quan 
tity and create periodic disturbances 


in their customer relations. 


The Plan Outlined 


After meeting four of the salesmen 
and reviewing the records and sales of 
all the men, and after analyzing the 
total sales volume obtained as against 
the potential business in the entire ter- 
ritory, it was suggested that a sales 
training course be developed and mer 
chandised to the salesmen, designed to 
do the following: 

1. Sell the salesmen on the desir 
ability of checking up on themselves; 
give them something that will help 
them decide in their own minds 
whether they are doing all they can 
or should do to build up their busi- 
ness. 

2. Tell them plainly that this 
course is being sent them not just to 
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A selection of displays which feature an exhibit now being made by The Goodyear Tire & 


Rubber Company showing its participation in the preparedness program. Upper left is a 
section of rubber block treads for tanks; at the right is a bullet seal inner tube for the 
mechanized army; lower left is a pneumatic flotation bag, self-inflated, attached to wings of 
combat planes used at sea; lower right, model of barrage balloon with cable net for defense 


teach them /ow to sell (because they 
ire already experienced salesmen), but 
to act as a continual reminder of im 
portant details and modern methods 
they may be overlookiig in their daily 


contacts out in the 1eld. 


3. To point out to them that sales 
men must keep in close touch with 
the newest trends and developments 
in modern salesmanship, p.ist as the 
executives must keep in touch with 
the same trends ind develops rents in 
modern manufacturing ind distribu 


tion and in general business. 


4, To assure the salesmen that this 
course is not intended as a_ personal 
check-up against them, but as a 
check-up for themselves by them 
selves. That it is offered by the com- 
pany without expense or obligation, 
with this one exception: That after 
reading and digesting each lesson in 
«he course, they will return to the 
sales manager an accompanying sheet 
on which they will write out their 
inswers to the fen test questions at 
the end of each lesson. This tor the 
purpose ot helping them to fix in their 
minds the points brought out in the 


1CCOMpaAnying lesson 

5. This course 1s designed to be 
used if a very reasonable expense, 
with low costs for materials or sup 
plies involved, and at a minimum 
supervisory eftort by the sales man 
iger and his assistant 


6. The entire course 


gated with the thought that invthing 


1s promul 


done tlong this line can only result 
in benefit to the salesmen and in even 


tual idvantaxge to the company. It 
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each lesson can leave with the sales- 
men just one constructive thought or 
idea, it will have earned its cost many 


times over. 
Methods of Procedure 


First thing was to settle on the 
sales training course to be used. A 
custom-built course, written specifi- 
cally around the manufacturer’s indi- 
vidual business methods and problems, 
would have been ideal, but would 
have been more expensive than he felt 
he could afford. 

Next thing was to find a textbook 
on selling that would come close to 
answering the manufacturer’s require- 
ments <s to practical field work and 
experience. Fifteen copies were or- 
dered—one for each salesman, and one 
each for the president, the sales man- 
iger, and his assistant. The president 
autographed a copy individually to 
each salesman. The book having 
thirty chapters, it was planned to 
copy and mail out individual chap- 
ters as lessons twice a month. Thus, 
the course would run for a year and 
a half, including a sixty-day lapse 
during the vacation period. 

Before the course was started, a se- 
ries of three letters was sent out to 
the salesman, spaced a week apart: 
these were written by the president, 
the author of the book, and the sales 
manager. The president’s letter told 
of his reasons for presenting the sales 
training course, and stated candidly 
that his reasons were both selfish and 
unselfish for their mutual benefit. 
The author told how and why the 


book was written, and what he 
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thought it had to offer the aver- 
age salesman already on the job. The 
sales manager’s letter accompanied the 
first lesson, and pointed out the evi- 
dent advantages to the salesmen and 
the simple manner in, which the sell- 
ing course would be carried on. He 
also told them that at the end of each 
six-months’ period valuable merchan- 
dise prizes would be given to all those 
whose credit points indicated full cé- 
operation and response during the 
course. 

Each chapter was typewritten by 
the stenographer on mimeograph sten- 
cils and twenty-five mimeographed 
copies were run off so as to keep some 
extra copies on hand for possible future 
use. The typing was double-spaced for 
easy reading; and the pages of each 
lesson were numbered as a_ separate 
unit. The lessons were all mimeo- 
graphed on a distinctive pale blue 
stock, standard 8!4”x11” letter-size 
sheets. At the back of each lesson 
were two blank white sheets with the 
following heading: “Answer the Ten 
Test Questions Here and Return to 
Sales Manager on or Before (date). 
Use both sides.” This allowed four 


pages for the answers. 
General Comments 


Naturally, the most effective sales 
training courses are those that can be 
given in person. But this requires 
two things that are usually much too 
expensive for the average organization: 
A competent instructor, and the regu- 
lar gathering of the sales force in one 
place. For the thousands of reliable 
small manufacturers, jobbers, distribu- 
tors, dealers, agents throughout the 
country whose men are in dire need of 
modern sales training, the mail course 
is the only feasible, practical, and in 
expensive method. 

Criticisms might be advanced 
against the idea of furnishing each 
salesman with a complete book in ad 
vance, inasmuch as this was to be 
followed up by the separate chapter 
lessons. There are many reasons for 
this. First, it permits a graceful ges 
ture by the president in sending each 
salesman an autographed copy with 
his name in it. This might be com 
bined with a holiday greeting, or an 
anniversary, or at the beginning of a 


The book 


makes a worthy addition to a man’s 


season or special drive, etc. 


library, and it is a constant reminder 
and source book for future study 
Granting that some men might read 


(Continued on page 58) 
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By C. W. McDANIEL 


Vice-President 


The Fostoria Pressed Steel Corporation, Fostoria, O. 


Fostoria Promotes Infra-Red YWse with 
Demonstrations and Schools 


Application of infra-red light for industrial uses 
opens broad market for maker of lighting equipment 


@ THE near infra-red energy proc- 
ess is a relatively new tool for indus- 
try. Thus far, practical applications 
ire few and are confined to certain 
operations involving drying, baking, 
dehydrating, preheating, insect-pest 
destruction, and the like. 

Under the circumstances, when The 
Fostoria Pressed Steel Corporation de- 
veloped a line of equipment to operate 
the process and was ready to offer it 
for sale to industry, our promotional 
objective was to uncover specific needs 
for it on a horizontal basis. 

Since electricity 1S required in the 
process, our first port of call with an 
innouncement had to be the central 
station—usually the power sales de- 
partment. Central station engineers 
ire always interested in new uses of 
electricity in industry and_ usually 
‘now possible applications for new 
processes and new products utilizing 
lectric current, 

This announcement was made di- 
ectly by our district sales representa- 

ves, by mail, and by publication ad- 

ertising. The mailing pieces happened 
» be our equipment catalog, which 
is designed to be a promotional in- 
trument in addition to giving illus- 
rations and specifications. The fore- 
irt of this catalog shows typical in- 
tallations, gives the basic facts about 


ne process, its advantages, utility in 
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With the codperation of local central station operators, public demonstrations of 1%e industrial 
use of infra-red are being given throughout the country at which industrials are urged to 
bring specific problems for solution. Fostoria furnishes the equipment and directs tire school 


industry, and the equipment necessary 
to operate it. 

Realizing that the near infra-red 
process would be new to many who 
read this book, considerable care Was 
taken in its preparation to illustrate it 
with ample diagrams and drawings so 
as to make it readily intelligible. 

In our contacts with the central 
station we learned very quickly that 
before the process could be offered 
successfully to industrials we had to 


make its presentation simple and its 
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operation easily understood. In stort, 
the story which our men, our distriLu- 
tors’ men, and the central station en 
gineers were to tell had to be reduced 
to practical language, and we all had 
to tell substantially the same story. 
To do this job quickly and in more 
or less mass fashion we began to in; 
vite central station men, distributors} 
industrial finish manufacturers, con- 
veyor makers, etc., to our factory for 
discussion. And out of this grew the 
Near Infra-Red Institute which has 
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tions. Usually the latter are promoted 
by the local central station. Conveyor, 
paint spray equipment, and industrial 


finish manufacturers are invited to 





~~ Ques. om participate, Fostoria furnishes the 
eee necessary infra-red tunnel equipment 
. ; “A and exhibits. Industrials are urged to 
ai ‘oe bring specific problems to the demon- 
eee strations for solution 
scien hiiamais During 1940, such demonstrations, 
- - which last an average of three days, 
; : . were held in twenty-six major cities 
m throughout the country. Attendance 
has been excellent, each demonstration 
attracting from 100 to 500 indus- 
trials. Additional demonstrations are 
planned for 1941 and areas not yet 
2 « coV ered will be inc luded. Without 
doubt this type of promotion is eftec- 
Standard form used by Fostoria represen- tive in. getting the story broadcast 
tatives f tt t robl e : . 
atives tor putting customer problems b quickly to large numbers of prospects. 
fore the service laboratory at the factory 
It also serves to uncover many new 
ipplications for the process. A typical group at the Fostoria Pressed Steel Near |r 
been held two days each week since Although the process is out of the Institute conducted at the home office for instruction 
| practical application of the near infra-red energy pro 
May 1, 1940, and which has served experimental laboratory, and although . . ; . a 
ps ; ; 2 ‘ : drying, baking, dehydrating, preheating, insect-pest 
irly 400 “students t is now known to possess distinct ad- tion. Central station men, distributors, industria! finish 
t t r ' "s+ »nt 
This institute has a standard cu vantages, it will always need testing facturers, conveyor makers, etc., are the students 
held : mary course is given locally by division managers ¥ 
culum, and 1s held in a class-room ind experimentation for a given pros- aid of prepared lectures and lantern slide illu 
manner under the supervision of out pect. The latter must be shown that 
engineering department Che activity it possesses distinct advantages for . 
; ings are sent to the prospect. If it 
will be continued as long as we are him personally. . 
bl ea appears that the process is advantage 
ible to attract students Accordingly, it was _ discovered ' 
ous, equipment recommendations ac 
It is recognized, of course, that we early that a service laboratory had to : ate 
company the findings. In every case 
cannot hope to get all interested pat be built at our factory, and the idea ; 
all elements in the sales channel are 
tics to come to Fostoria. And with promoted among central station and . : 
‘ given copies of this material. 
this in mind, we have developed a Fostoria distributors. , 
Should it happen that the prospect's 
ummary of the institute which is In this connection our publication : : 
local ' ) , problem is of such a nature that it 
"ven to local groups throughout the advertising, Our direct mail, Our Ssales- 
Ait 5 S cannot be submitted to the labora- 
country by our tour division man men, ind our demonstration operators, 
tory, we are prepared to dispatch a 
ivers Lantern slides are used to illus invite interested prospective users to . 
factory engineer to conduct tests in 
trate the major points of this sum submit their drying, baking, dehy- , . 
, the prospect s place of business. In a 
mary. drating, preheating, and insect-pest ; 
good many cases this field service can 
Introduction of the process to the problems to our service laboratory. A : 
be performed by our division man- 
ultimate user has been accomplished standard form is provided in each : 
agers, each of whom is an experienced 
by publicity releases and publication case. When received the problem is : 
infra-red process engineer. 
idvertising, and by public demonstra studied, tests are conducted, and find- 
Once a prospect is uncovered out 


sales promotion department follows 
through by mail to keep the matter 
alive and to see that the prospect gets 


ion Fis Se —j~—— > oT ), a definite and satisfactory answer. All 


AED LIGHTING FOR SEEING tests and all installations where pos- 


o ENGINEE: 


sible are photographed, and these pho- 
tos form the basis for a permanent 
case history record. 


All our major promotional activi- 





meeand RADIANT ENERGY FOR ONTINE . ’ ties and sales accomplishments are 
kept before every element in the pro- 
motional channel by means of a 
monthly paper, “Fostoria Flashes.” 
Also, regular conferences with our 
distributors and with central station 





people serve to help keep everyone in- 


All major promotional activities and sales accomplishments of Fostoria are kept before every f , 
element in the promotional channel by means of “Fostoria Flashes,’ a monthly house organ, ormed and telling the RIGHT 
which, as may be seen from these pages, is primarily pictorial for showing equipment on the job story. 
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By A. H. FENSHOLT 


President, The Fensholt Company, Chicago 


Whe ia R 


@ THERE IS evidence of confused 
thinking on the part of many business 
paper advertisers with reference to ad- 
vertising inquiries and their place in 
the general scheme of selling and ad- 
vertising. Business paper publishers 
have not greatly clarified the situa- 
tion. In fact, they have sometimes 
been stampeded into the performance 
of stunts which are not sound but 
which have served to appease their in- 
Much of 


the cloudy thinking on the subject of 


quiry-hungry advertisers. 
inquiries has been due to a lack of 
clear understanding as to the real pur- 
pose of most business paper advertis- 
ing. Therefore, before enlarging upon 
the subject of inquiries, I should like 
to present a few fundamental facts 
regarding the evolution of our Ameri- 


can industrial economy. 


Manufacturers in the industrial 


held will sometimes tell you that “ad- 
They 


vill usually add that “if our competi- 


ertising is a necessary evil.” 


tors would stop advertising we would 
Ot need to adv ertise.”” Whenever we 
neet an industrialist with this view- 


oint, we tell him this story: 


\merican industry has reached its 
resent high rate of productivity by 
echanizing its factory workers. For 
xample, in 1879 factory workers had 
ne benefit of so little power-driven 
chinery that the average mechani- 

power consumption per worker 
is 0.8 hp. With this equipment he 
s able to produce an annual aver- 
© output of $1,965. In 1929—just 


an address before the Dotted Line 


20 lan 6 


for Inguiries-- 
Publisher or Aduertiser? 


A discussion of Present-Action and Future-Action 
advertising and its part in the mechanization of selling 


fifty years later—factory workers had 
been mechanized to such an extent 
that the mechanical power required to 
operate their machines was 4.8 hp., or 
six times the horse power per worker 
in 1879. The average annual output 
per worker in 1929 had increased four 
times or to a value of $7,900 per 
worker. 


Increased Selling Load 

These are figures which warm the 
heart of any production-minded ex- 
ecutive. He will not hesitate to agree 
with you that this achievement in the 
mechanization of factory workers is 
something of which America can be 
proud. But this same executive is very 
likely to overlook the fact that this is 
only one-half of the picture. The 
other half is concerned with the in- 
creased selling load which this step-up 
in factory production has imposed 
upon the salesmen of America. In 
other words, if the average output per 
factory worker in 1929 was four 
times the output per worker in 1879, 
it means that the 1929 salesman had 
to produce four orders where only one 
had grown in 1879. 

Therefore, it is only fair to ask our 
industrialists if it is not reasonable to 
expect that salesmen must enjoy the 
benefits of mechanization in selling if 
they must step up their production of 
orders to be in tune with the step-up 
of mechanized production of the 
goods which they sell. If it is true 
that you must fight fire with fire, 
then it is true that you must supple- 
production with 


ment mechanized 


mechanized selling. 
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Mechanized Selling 


Just what do we mean by mech- 
anized selling? We mean simply a 
procedure which will increase the pro- 
ductivity of salesmen through the use 
of mass circulation methods in the dis- 
tribution of buying information. The 
use of display advertising is one phase 
of this procedure. Instead of being a 
“necessary evil,” the use of such ad- 
vertising is a natural extension and an 
mechanized 


essential supplement of 


production. Unless we use mass pro- 
duction methods in producing orders, 
we cannot keep up with the mass pro- 
duction methods used in producing 
goods. 

Now, producing goods and produc- 
ing orders are two jobs of an entirely 
different nature. Once you _ have 
learned to make one clock per day, it 
is not difhcult to make two clocks per 
day. And when this is done, it is 
comparatively easy to make four, 
eight, or even 100 clocks per day. 
It is largely a problem of working 
with machinery, materials, and the 


multiplication table. 


But just because you can produce 
one order per day for these goods does 
not mean that you can get two orders 
per day by simply doubling your ef 
forts, nor does it mean that you have 
the clue for producing 100 orders 
per day. Mass production of goods 
tends to reduce the unit cost of manu 
facture but the mass production of 
orders does not follow this rule, be 
cause each increase in a sales quota 
calls for an increase in either th: 


extensity or the intensity of the sales 











A great many business paper adver- 
tisers will tell you that advertising will 

| not sell their goods. They will insist 
that it requires the personal contact 

of a salesman to close the sale, and in 

Wot Argent making this assertion, they frequently 
imply that if it were not for the ad- 

vertising of their competitors they 





probably would be better off if they 


spen reir advertising ; opriation 
t th ivert g appropriat 





for more salesmen. Such remarks re- 








veal that these adv ertisers do not real- 





ize that their salesmen need mechan- 





ization as much as their factory work- 

ers. These remarks reveal all too clear- 

ly that they believe that the major 

: function of business paper advertising 

he is to urge action le ading to the sale. 


: = 0 BORG-WARNER INTERNATIONA Scope of Mechanized Selling 


> 





; ; : : , Such advertisers overlook com- 
The "Z" spread, already in use in general magazines made its debut in business papers 
last month with this ad of Borg-Warner International Corporation in "Importers Guide." 
The space is distributed by running the entire width of the left page at the top, other jobs to do, all of which are vi- 
ixty- i the f i i i 

sixty-six lines deep e full inside column of the right page and the full width of tally important to their salesmen. 
the bottom of the right page. sixty-nine lines deep. This permits complete domina- ’ 
tion of the spread at a considerable saving over full two-page layouts, and includes reader 


pletely that mechanized selling has six 


These jobs, as already stated, include 
such important pre-selling activities as 


stimulating a desire for the product, 





effort. In either case, the law of di of the mechanized workers whom he publicizing user benefits, pointing out 
minishing returns soon becomes effec serves, competitive advantages, giving names 
tive and personal sales costs tend to How can mechanized selling in of satisfied users, publishing convine- 
increase unless mechanized selling is crease the ethciency of the salesman’s ing testimonials and success stories, 
introduced to do that part of the 100-minute working day? Through establishing the reputation of the pro- 
selling job which does not require the the use of suitable advertising, much ducer. These are jobs which can be 
personal contact of the salesman. of his time can be saved by pre-selling done for many products by using busi- 
Business paper advertising can _ pe! his products to his prospective cus- ness paper advertising, and when ad 
form a part of this mechanized sell tomers. Such preselling can: vertising performs this function, it is 
ing operation, l Stimulate a desire for the product. a time- and labor-saving tool quite as 

While we are discussing the funda 2. Publicize the many user benefits of much as any machine tool in the fac- 
mentals of manufacturing and selling, that product. tory. It is a time- and labor-saving 
t might be well to recall that th: } Point out its competitive idvan- tool for the salesman, because it per- 
salesman works under handicaps not tages. forms that part of the selling job 
experienced by workers in well organ 4. Give the names of satisfied users. which does not require the personal 
ized factories. When a factory worker §. Publish convincing testimonials contact of the salesman. If these pre- 
is engaged on a forty-hour per week success stories. liminaries of the sale can be cleared 
basis, he works the full forty hours in 6. Establish the reputation of the pro- away in advance of the salesman’s call, 
productive work. Blue prints, mate ducer as a dependable supplier. his time can be spent, and invariably 
rials, tools, and time tickets are 7. Urge action that will accelerate is spent in the last step of selling— 
brought to him as a routine procedure. the progress of the sale urging the action that closes the sale 


He loses little time at his machine or one l eo > y 
, lal Che first six pre-selling jobs of ad- We usually see those things most 
pro ti t 
vanantaed exo sxe ctueitealaeas vertising do not always produce re- plainly which are the most obvious 
tising alw: 


The Salesman’s Time sults of a tangible nature. The sev- It is not strange, therefore, that many 
advertisers think only of advertising 





The salesman. on the ther hand enth job ot pre selling—to urge ac 

spends only about 100 minutes per tion that will accelerate the progress results in terms of INQUITICS. An ad 
day in actual selling The rest of his oft the sale—often produces tangible vertisement may appear ina depend 
izght-hour day is spent or rather results in the form of inquiries. If an able business publication and it may 
wasted in traveling, waiting, report advertiser constructs his advertisement penetrate the offices of a thousand 
ng, or doing other non-sales work so that a prospective customer will prospective customers of the adver 
And vet, in these 100 minutes he must write for further information about tiser. If the advertisement is proper! 
dispose of the 480-minute output of the advertised product, he has evi designed it may go a long way i 
the highly mechanized workers in the dence of effective pre-selling. He has these one thousand ofhces to pre-se 
factory. Unless he can enjoy the bene it least uncovered a prospect for ac the advertised product by emphasizin 
hits of mechanization, his 100-minute« tive follow up by his salesmen, and the six points already enumerated. 
working day will be far too short to to this extent his salesmen have bene- the advertiser has no easy way 0! 
lispose of the ever-increasing output fited from mechanized selling. (Continue on page 72) 
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By CHARLES A. EMLEY 


Sales Promotion Manager 


DeLong Hook & Eye Company, Philadelphia 


Ways te Help the Salesman 


with Letters 


Some examples of how a carefully controlled flow of 
letters will help salesmen break down sales resistance 


@ IN THREE YEARS a é salesman 
made twenty calls upon a certain 
buyer without getting any tangible 
results, and his sales manager had fol- 
lowed each call with an appropriate 
letter. 

Two weeks after he had written 
the twentieth letter, the sales man- 
iger received an order from this 
hitherto unresponsive buyer. This 
would seem to indicate that the sales 
manager’s letter “had something on 
the ball’; and undoubtedly it had, for 
the sales manager was a master hand 
it writing letters. 

The truth is, however, that the con- 
version of this buyer into a loyal cus- 
tomer was not effected solely by the 
message in this one letter. It re- 
sulted from the salesman’s untiring 
efforts during the three-year period 
lus the sales manager's repeated mail 
ftorts. 

\t De Long’s, where we use letters 
ntensively to reinforce our salesmen’s 
efforts, incidents like the foregoing are 
’y no means rare. For example, a 
De Long salesman had tried diligently 
tor almost five years to induce the 
uver for a hospital supply firm to 
teature De Long Surgical Safety Pins, 

1 De Long’s sales maiuager had sup 
lemented each visit with a letter 
ressing at least one cogent reason 

1y De Long’s is a good brand to 

ture. This is the way one of the 


ters read: 


{ Be il is writte pout the 
Inte 1¢eW \ v ‘ last 
Your thoug Iness is appre 
Mr. Smith 
riere s ping that ne ol ese days 
e persuaded t iter ur us 


De Long Surgical Safety Pins 


| 


as the name indicates, were de 


wi 1 


nich, 
signed expressly for hospital us¢ 

Made throughout of brass, De Long 
Surgical Safety Pins simply cannot rust 
As they have long, tapering points and 
short, sharp stickers they glide without 
bending through thick bandages and 
cl sely woven sheeting They may be 
opened and cl sed on either side ot the 
cap—a time-saving feature that hospital 
atter dants like 

Despite their ability to give your cus 
tomers the kind oft service that will kee] 
them coming back for more. De Long 
Surgical Safety Pins are excellent profit 


makers for you (see attached list) 


To help you ll troduce them we ll gladly 
equip your salesmen with appropriate sam 
ples, send you cuts and copy tor your 
catalog, provide you with a quantity of 


small sample c irds like the e! closed tor 
distribution among your customers and 


pre spects, etc 


You'll be pleased, we kr ow, with the 
way the safety pins sell and with the nice 
things your customers will say about the 

ind it goes without saying that we 
De« apy t ive y 1 the De Li 4 


In view of the combined efforts of 
the salesman and the sales manager 
to win his coéperation, it was not 
surprising that w hen he was prompted 
to change his source of supply, the 
buyer transferred his allegiance to De 
Long. In fact, in a letter that ac 
companied his initial order, the buye 
said: “I have been very favorably 
impressed by the excellent teamwork 
between your salesman and your ofhce 
in soliciting my _ business.” 

Many times, to cite another illus 
tration, the buyer for a shirt manu 
facturer had stoutly declared, when 
urged by a salesman to let De Long 
serve him with pins, that he would 
not change his source of supply. “Why 
should I,’’ he asked, “when my pres- 
ent source serves me satisfactorily?” 


A less courageous salesman than De 
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Long’s doubtless would ‘have consid- 
ered it a waste of time to call regu- 
The alert De 


Long salesman, however, continued to 


larly upon this buyer. 


see the buyer each time he made the 
rounds of his territory—once a month 
—and a home-office correspondent fol 
lowed each interview with a letter. 
Here is one of the letters the corre 
spondent wrote: 


Thank you for giving Mr. Starr some 


your time when he called the other 


It is our hope, Mr Jones, that some 


t 


day soot you ll be persuaded to adopt 
De Long Shirt Pins As doubtless Mr 


Starr has told you, most of the many 
firms like yours that use these distinctive 
pins adopted them after putting them to 
tn ug test 
W ould you like to test them? It s 
easy to do—and it will cost you nothing 
on ply tell us which size 1s he st suited to 
ir needs and we'll send you a pound 
ratis Ask one of your star operators 
try el ut 


She'll like them because, thanks toe their 


xtra large shightl, dome-shaped heads 
they wont irritate her finger Opera 
t i pl garments with them hour 
ifter hour without suffering finger irri 
tatio 
As they have stong, smooth, need 
harp points, De Long Shirt Pins glid 
smoothly through thick fabrics, and they 
lon't make ugly marks on fine fabrics 
Then, too, they're all brass and will not 
Such pins are preferabl to quick 
usting steel pins which, by making u: 
htly rust spots on garments, caus¢ 
customer! dissatisfactior ind 


expense 


But drop us a line in the enclosed no 
st required envelope telling us what 
Ize pin you use A pound of De Long’s 

ibe ut 4.500 will he sent to you 
romptly without charge 


See if the operator who puts them to 


test doesn't say she likes them better 


than any others she has evel used! 


Eventually the buyer succumbed, 


(Continued on page 81) 




















By LESLIE CHILDS 


Attorney-at-Law, Indianapolis 





Importance of Time Limit in Contracts 
for Notification of Defects 


Provisions of this kind are especially necessary for 


protection of seller when equipment is sold on trial 


@ IN THE sale of industrial machin 
ery and equipment, sellers should never 
overlook the importance of including 
1 time limit in the contract of sale 
for the giving of notice of defects. 
Such provisions are widely used, and, 
is a general rule, are fair to both 
parties; and tend to guard against 
ifter dispute when their terms are un 
derstood and followed 

On the other hand, when contract 
terms of this kind are ignored their 
protective \ ilue may be lost to both 
parties. And, perforce, if litigation 
results, the courts have little recourse 
other than to enforce the terms in ac 
cordance with their tenor, for they 
mean what they say. For illustration, 
et us take a case of this kind that 


irose under the following facts: 


Contract Provided Time Limit 
For Notice of Defects 


Here the plaintiff, a machinery 
company, sold the defendant, a lum 
De! company, certain machinery and 
equipment, to bye paid tor on the in 
stallment plan. The contract of sale 
cont ned 1 Warranty \ hich, consid 
eT ibly ibbreviated, provided 


Warranty: 


tees said machinery shall be as 


The | plaintiff] guaran 


represented herein, to do good 


work when properly set down and op 
erated. And the [defendants] agree to 
test the same within thirty days after 
received, and if, upon trial, said ma 
chinery should not prove is herein 
represented, the [defendants ] 

igree to give immediate written no- 
tice . . . and to allow the company 


plaintiff | a reasonable length of time, 


20 


to send a man to adjust said 
machinery, The use of said ma- 
chinery, without giving the written 
notice as herein provided, shall be 
deemed and construed as an acceptance 
of same and conclusive evidence that 
said property is as herein represented.” 

The defendant received the machin- 
ery and put it in operation for a pe- 
riod of from four and a half to five 
months, and during this time no com- 
plaint was made to the plaintiff that 
the machinery did not do good work. 
Defendant, it appears, paid all the in- 
stallments on the machinery, which 
were represented by notes, but the last 
one. It refused to pay this, and the 
plaintiff filed the instant suit. 

In defense, the defendant claimed 
the machinery did not do good work, 
ind counterclaimed for $1,000 dam- 
ages, claiming a breach of the war- 
ranty. The lower court found de- 
fendant entitled to damages in excess 
of the balance due the plaintiff, and 
rendered judgment in favor of the de- 
fendant. The plaintiff appealed and 
the higher court in reviewing the rec- 
ord and in reversing the judgment, 


among other things said: 


The Reasoning of the Court 


“The agreement of warranty, when 
in writing, like any other written con- 
tract, is controlled by the language 
thereof. . . . Now the testimony in 
this case tended to prove that 
immediately on receipt of the machin- 
ery it [defendant] set the same up and 
began operation thereof, and that it 
would not work. 

“The [ defendant ] thus knew, im- 


mediately after it had begun the test 


of the machinery, that for some rea- 
son it would not do good work. It 
continued thereafter to use and oper- 
ate the machinery for four and a half 
or five months, during all of which 
time, it contends, it did not do good 
work. According to the undisputed 
testimony ... , the [defendant] never 
did give notice to the [plaintiff] that 
the machinery did not do good work, 
or that it was defective in any way, 
after it began the operation there- 
ee 

“We think that the provisions of 
this warranty plainly show that it was 
the intention of the parties that the 
[defendant] should have thirty days 
in which to test the machinery, and, 
upon discovery that it would not do 
good work, whether it knew the cause 
thereof or not, it would give immedi- 
ate notice of that fact to the [plain- 
tiff }. 

“Before it can be said that the 
{ plaintiff] breached this express war- 
ranty of the contract, the [defendant | 
must first have shown that it gave 
notice to it as provided thereby. This 
it did not do. It follows, therefore, 
that the [ plaintiff] did not breach the 
contract of warranty made by it, and 
that the [defendant] was not entitled 
to recover damages based on that 
ground. 

“The finding and judgment madk 
by the lower court was therefore con 
trary to the undisputed evidence. 


The judgment is reversed, . . 
Conclusion 


The foregoing case was carefull 
reasoned by the court, and the hold 
(Continued on page 86) 
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Aunual Calendar Review -- Continued 


@ HERE are a few calendars which featuring product applications in the processes are shown with short cap 


rived too late to be included in the unusual poster technique of Tetzlaff. tions alongside the dates. American 
Reproductions of natural color photo- Chain Division of the American Chain 


rst part of the Annual Calendar Re- 
plants in & Cable Company, Inc., issued its us 


ew published last month.  Allis- graphs of hydro electric 
almers Mfg. Company, repeats with Canada illustrate the four-sheet cal- ual conservative calendar pad as well 
large twelve-sheet lithographed in endar of Canada Wire and Cabli as a larger hanger with full color re 


iny striking color combinations, Com pany. Highlights of production (Continued on page 84) 
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Catalogs with pages like these serve a dual function of clearly showing the product's sales features and enabling the salesmen to give an illustrated sales talk 


Catalogs Designed te Help the 
Buyer and Salesman 


Presenting the product in terms of the buyer's inter- 


ests goes a long way toward gaining his attention 


inte By LUIS GIBSON home at nine o'clock at night, a little 
I = George H Gibson Company New tired from working late. It is neces 





1 " in a . issing | vaut ect. Th York sary for me to work after hours be 
the point t engineer ld cause I can get my best licks in after 
ne ee ee ool the shopkeeper has locked his doors 
"te welt gy ned average sales presentation read some and freed himself from the day’s 
\! ( empl ed thing like this: “We take pleasure in work. As I settle down in my eas) 
er quoting you upon the following chair, I pick up a monthly bulletin 
rc nit & Ce equipment: Size —— ft. by rt. issued by the Hill company for the 
~ by —— ft. Construction: 18-gauge purpose of keeping its salesmen or 
sheet steel. Insulation: air cell asbestos. their toes, of carrying information t 
Motor: 3 hp., etc.” finishing up with them, and of telling them of the most 
@ SOME YEARS AGO I had the the unwarranted hope “We expect to successful methods used by othe: 
job of preparing advertising for a have the pleasure of serving you.” salesmen. In this particular issue I find 
inufacturer of certain § industrial | shall try to contrast that attitude an article which comes pretty clos: 
juipment T he salesmen ol that com with the sell neg methods practiced by to the subject under discussion. I read 
pany were engineers who prided them my client, C. V. Hill & Co., Inc., Stop! What chance ha 
ves on their profession, but they manufacturers of refrigerated display _—s nd selling that 
vere not  business-minded. Seeking cases and other commercial refrigera ( will se " sti E 
deas for catalogs and other ad tors. The salesmen of that company s pestered by ten or more different sal 
| vertising, I asked for the file of pro ure calling mostly upon butchers and ‘ - he receives a hall-d 
1 if i Gd €a VCCK é ‘ elve 
posa ind sales letters. Imagine my grocery men, who know nothing of more calle feos mpeting salesm« 
lisappointment. I found hardly a sell ibout refrigeration engineering, can’t His | hours and t ing work leavi 
dea; their letters contained but understand it, and can’t talk it. These ng © to humor the sak a 
iis ¢ nconsiderately wast is Va i 


tt lesigned to create a desire, to salesmen are of necessity business- time and glibly ask for $1,000 or 
now the need tor their equipment, o1 minded. 


to translate its mechanical features Now, for a few moments, let’s sup- As I continue reading I come acro 
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| 

| 

nto profit-making advantages. The pose that I am a Hill salesman. I come this advice: 
' 





res 


les talk 














res of this type in a catalog serve to remind the salesman to ‘tell all’ about 


He will stop and listen if you will talk 

hout his greatest interest—himself and 
erything nat pertai! to himself That 

his work, his business, his health, his 

family and, last but not least, h 

H re interested in making money 


Is money 


himself than for some salesman He 


t p 

nce My ame | es | epres¢ t 

e XYZ Compar I want to tell yor 

t our equly é t y rt nave tu de 

< ette t I y W ll nave 

t < ant the pictu 

‘ i! ré irks st ft ucl i 1V¢ 

ve; your first words must make the 

ect eage ea re How to do 

T} it's the real Questior ind also the 
et ur inger e 


Let’s tune in on a product-minded 


salesman; he knows his product, and 


] 


little else. He starts off: 


Look at that « é m (The 

n A dé A ild eed 
now t it Pp vit s ve 

longs is t press grape 

\ e.) The if J ded salesm 
es e The dis ae \ water 
ide Swedish ste¢ the suctior 

' é late 1s accurate 1: the pist 
! vrade st < ke ro 
‘ gy dg Ni 64 SAI 

1 +} +} wals 


Engineers may recognize these as 


being quite satisfactory specifications, 


but they mean nothing whatever to 


Mr. Merchant. He is not interested in 


vy} 


nat the product 1S, but, rather, in 


vhat it does; not in the way in which 
is made, but in the way it performs; 
ot in how much it costs to make at 
1¢ factory, but in how much it will 
irn in his store; not in how large the 
inutacturer is, but in how large his 


not in the salesman’s 


e can grow; 


de in selling, but in his pride in 


whing; not in how much or how 


ttle commission the salesman makes, 


' 


in how much he can earn. 


The next day the Hill salesman 


mmences to canvass He carries 


th him this bag filled with selling 


ps. After making a few calls, he 








NDUSTRIAL MARKETING, February, 1941 


STEEL WALLS OUTSIDE 


(RUBBER SEALED 
‘SECTION JOINTS 


STEEL WALLS INSIDE i 


j REMOVABLE 
(METAL SHELVES 


(NON-SKID 
‘STEEL FLOOR 


sFLUSH, SWEEP-OUT 
‘DOOR Sit 


WEDGE-TITE 
WOOD FRAME, 
seoled ot joint with 
rubber strip 


comes upon a merchant Ww ho, in 


answer to his approach, complains 


about the competition of self-service 
Mind 


money 


and super-markets. you, this 


salesman makes his selling 
commercial refrigeration, but instead 
of talking about commercial refrig- 
eration against a stone wall of indiff- 
erence, he talks about the man’s own 
problems. He is business-minded. He 
reaches into his kit and draws out this 
book, saying something like the fol- 
lowing: 


Mr. Merchant, what you say is so true 


tl at our company published a book on the 


ery subject. Would ou like to see what 
they have to say about the changes whicl 
re taking place 1 nerchandising and 
i ut steps the merchants are taking to 
neet those changes? ] ist as the heading 

this book says, it 1s a book on “Ideas 


mi-Selt-Service 


Gentlemen, I shall show you a copy 


of this book (see illustration) and 


treat you as the merchant. Let me 
turn the pages for you. Do you not 


agree that “All sell the same food at 


about the same prices,” but that 
Some succeed where others fail’? 
Why? 


Today the trend is toward self-sery 


ice because self-service lowers costs 
and increases sales. Just as this book 
points out: “‘Self-service never has to 
say ‘I'll be with you in a 


“Mrs. 


lieve,’ or ‘Will that be all m’am?’ In 


minute, 


Lady,’ or Jones is next, | be 


stead, self-service says ‘Pick me up,’ 
“Take your choice from a wide va 
riety,’ ‘This must be a bargain,’ ‘Try 
these, too.’ 


“Mr. Merchant, there is no denying 


that there wa definite swing tow ird a 


self-service and that it does have 
definite advantages in many cases. The 
point is that it is easier to swim with 


the current. 



























J 


i 


K 


y 


© WOOD absorbs MOISTURE 
WOCD absorbs ODORS 
WOOD cracks 
WOOD warps 
WOOD beEcays 
WOOD harbors INSECTS 
WOOD oirties 


the features of a product which have been included to fulfill the needs of the buyer 


“If you are interested, I will go on 


with this book, showing how a store 


such as yours can be turned into a 
semi-self-service store at relatively 
small cost.” 

Thus the Hill salesman has at 


tracted the interest of the merchant 


and started him thinking about 
changing and re-arranging his store. 
that, it is almost in- 


Once he does 


evitable that he will purchase new 
equipment, because he must have up- 
to-date equipment in order to operate 
a modern store. Furthermore, if he 
follows the suggestions of the sales 
man intelligently, he cannot help but 
improve his business. 

Now, do not suppose there is noth 
ing more to the sale. Competition 1s 
as inevitable as death and taxes. When 
the salesman quotes a price, the 
chiseling starts and competitors com« 
in with bids ten per cent, twenty per 
lower. 


cent and even thirty per cent 


It is then necessary for the salesman 
to get down to steel, porcelain and 
glass, but he transforms these physi 
cal objects into money before the eyes 
of the merchant. He is helped to do 
so by selling literature designed for 
the purpose. I say “Designed for the 
because it is 


purpose” intended spe 


cifically as a demonstration tool for 
his sales talk. He is not expected to 
the litera 


give a “canned” talk, but 


ture is purposely written to auto 
matically guide his remarks. I'll illus 
trate: 

Here is a catalog describing a new 
type of walk-in refrigerator made for 
meat markets. To save your time I'll 
read the headlines only, and that will 
be almost enough. They are the cues 
to the salesman’s spiel. 
steel cooler is 


‘This neu made up 


(Continued on page 83) 














What a Purchasing Agent Dees 
uith Direct Mail 


To get proper attention, direct mail should be factual 
and if possible show savings (without exaggeration) 


@ “APRES moi, le deluge,” (After 
Louis XV said, re- 


terring to the deluge of debts and 


me, t he de luge! 


bankruptcies certain to occur after 
his regime's profligate spending. His 
counterpart, the American mail-car- 
rier, may think the same, but he nev er 
utters the now famous remark because 
he is thoroughly inured to the daily 
deluge of mail advertising that comes 
from one border of the United States 
to the other. 

We purchasing agents as procure 
ment specialists of everything under 
the sun are some of the fellows who 
have that deluge directed at us, day in 
ind day out. 

Seriously, however, the multitude 
of direct mail pieces; folders, bro- 
chures, calendars, blotters, letters, 
psuedo-telegrams, cards, trick die-cut 
intricacies, and many other unname 
ible pieces whose categories are new 
ind novel strew our desks like the 
1utmn leaves 

With that thought of handling these 
pieces as quickly as possible, foremost, 
there are direct mail pieces that strike 
1 purchasing agent’s tancy. Some of 
these he reads, some he files for future 
reference, some he passes on to other 
departments in his organization which 
he deems will be interested, and some 
he uses but there are those which zo 
quickly to their doom, into the bane 


ot direct mail pieces the wastebasket. 


Why the Purchasing 
Agent Is Bored 


One of the busiest bees in industry 
today is the purchasing agent In 


many cases he holds down not only the 


24 


By WALTER J. AUBURN 
Purchasing Agent, The Gerrard Com- 
pany, Inc., and Editor, ‘The Chicago 
Purchasor'’ 


buying duties, but of ten an ofhce man- 
agership, a credits and collection job, a 
part-time accountancy, or some other 
such extra or regular duty. His time 
especially now, with industry laboring 
under rearmament and the heavy de- 
mands for immediate procurement 
gives little time to reading the pile of 
mail which gravitates to his desk and 
for which he is often asked, months 
after a mailing piece may have orig- 
inally reached him. Knowing how 
many references the buyer must have, 
all other departments make the pur- 
chasing agent’s ofhce a library of mis- 
cellaneous information and expect him 
to give a Noah Webster explanation to 
iny query as to where some _half- 
remembered or half-forgotten thing 
may be purchased 

Witness the lot of this purchasing 
agent. 

In September, 1940, we had for our 
perusal (and we added one day in 
October to make up for the lost holi- 
day of Labor Day) 168 pieces of di- 
rect mail. These were directed in the 
most part (and those not directed 
were handed by our mail department 
to the purchasing agent as they deem- 
ed the mail useful to him and _ his 
department) to me, the purchasing 
agent, addressed by name or by title. 
These exclude dod gers, folders, broad- 
sides, etc., 


enclosed with incoming 


general correspondence, invoices, pur- 


chase order acknowledgments and the 
like, as well as the most important 
general mail for the purchasing de- 
partment. 

September had twenty-one working 
days (we exclude Labor Day from 
now On in our statistics) which means 
that there were actually eight pieces 
of direct mail per day. A careful chart 
and check as to disposal of those di- 
rect mail pieces was kept and their 
general history now follows. 
Distribution on Purchasing 
Agent's Desk 

Keep in mind that these direct mail 
letters and folders came direct to the 
desk of this purchasing agent, and 
that probably many more went direct 
to superintendent, engineering depart- 
ment (drafting room), office man 
ager, or executive, managerial or sales 
department heads. 

Of these 168 pieces reaching the 
purchasing desk, the distribution was 


as follows: 


Purchasing agent 
completely tw tnes see 16 9.5 
Used blotters (keep on 
desk, last about three 


months) ...... a | 10 
Filed for future P. A. ret 

Geer eee eeeteavise 4 Z 
To ofhce manager...... + 2.3 
To engineering desigt 

| See ee 8 4.7 
To Supt. (V. P. in charge 

of production) ...... 44 26.2 
Notebook (used) within ek ] 
Into wastebasket ifter 

Le- nit | T i bade | 

ge pe I ee 73 43.4 

168 LOO.O 

(See statistical chart, next page, for distrib 
tion by actual comn odity, service or idea 
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Just what distribution occurred be- 
yond the superintendent’s desk is un- 
known—all we are interested in here 
is the P. A.’s reaction and his conse- 
quent distribution to _ interested 
parties. 

In many cases mailing companies 
want to know why the wastebasket is 
so popular. In many cases we throw 
material we would have ordinarily 
kept for reference in that capacious 
receptacle because we have purchased 
or installed recently a similar service 
or piece of equipment and hence for 
some time in the future will have no 
use or reference for that piece of di- 
rect mail. There are often other rea- 
sons and many of these follow. 

In the office appliance field, most 
folders advertised typewriters and al- 
lied easy-reading and filing devices, on 
all of which we have a good supply 
that is fairly modern. Ofhce manager 
ind purchasing agent collaborate on 
these purchases. The wastebasket’s 
hungry maw got seven out of ten of 
these pieces. 

Burlap on which we have con- 
tracted, due to war bombing situa- 
tion (need for sandbags) and Indian 
crop (¢ alcutta crops govern) is more 
or less a nuisance but those thrown 
1way were cheap, uninteresting pieces 
of more or less begging variety. 

Hotel advertising from Washing- 
ton, D. C., has nothing to interest us 
as neither purchasing department nor 
manufacturing shop men have reason 
to visit there—on business or pleasure. 

Cartons of which we buy a small 
supply are interesting from a packag- 
ing point of view and we must keep 
up to the minute on packaging as it 
relates to our products and services. 
We buy a few thousand cartons per 
year and some of the pieces advertis- 
ing them were worthy of notice. 

Mill supplies and tools we purchase 
continuously. Note most of these 
went to the superintendent, to ac- 
quaint him with new products affer 
purchasing department had _ perused 
them. Purchasing department is equal- 
ly interested in these and also keeps 
i file. 

Printing interests us as we purchase 
all kinds—form, advertising, etc. 

Furniture has just been done over, 
modernized, linoleum-topped, etc., so 
that furniture advertising for the 
present does not interest us. Hence 
its quick trip to the wastebasket. 

Of steel we use much, but there is 
plenty of it covered by mailing pieces. 


Unless it is unusually informative and 


interesting from a technical viewpoint 
to aid the engineering and manufac- 
turing department, it goes the way of 
all flesh. 

Envelopes we take some cognizance 
of, and the result, even though only 
four pieces were received, shows up as 
fair advertising. 

Calendars we buy only for desk use, 
give none to customers and, therefore, 


on this we are out of date. 


Machine shop tools are important. 
Three out of five pieces went to the 
superintendent and the other two, 
which were poorly printed, on poor 
paper, went to their death. 

Advertising noveitics are interest 
ing, but we have one excellent one we 
buy and another we manufacture out 
of our own product, for men’s per 
sonal wear, hence the reason for lack 


(Continued on page 85) 





Protective Masks 

Stamps and = Stencils 

Saws—Metal , ‘ , 

Hotel ‘ . l 
Lumber 2 
Engraving ° l 
Gears ‘ os ° l 
Lubricant errr tT 1 
Corrugated Cartons . sce 5 

I Steel ! 

Mill Supplies Ge ibanes - 2 
Machine Tools . Bee Oye ! 
Color Finishes (for leather) i 
Time Recorders .. wee 

Automobile Appliances 

Printing 

Steel Lockers 

Law Books 

Sanitary Supplies | 
St pwatches 

Welding 

Identification Badges 

Furniture 4 
Steel 

School-—Machine Operators 
Painting 1 
Aluminum 

Wire Rope 

Envelopes : I l 
Labels 

Castings, Iron , 
Tags : ° ; ° l 
Floor Treatment l 
Calendars (Wail) Souve 
Materials Handling 

Small Machine Shop Tools 
Vacuum Cleaners 
Advertising Novelties 

Fibre 

Rags 

Electric Motors l 

Trucks (Hand) . | 
Tubing 

w ashers . 

Castings, Malleable 

Roofing Supplies 

Fuel Oil l 

Satety Eg pment 

Bearings 

Tools—Jigs--D 

Lighting—Office 

Photography 

Planograph Printing 

Finishes Ma hir 

Cutting Olls 
Blast Cleanit 


Exterior Plant Lighting 
Decalcon 

Castings A] 

Auto Tires 

Storage 

Transmissi F juipr 
Door Equipment 

Auto Trucks , 
Special Screws and Was! 


Exterminators 
Air Compressor 
Rawhi Je 

Safety Shigr er 
Monorail Systems 
Christmas Cards 


Plant Heaters 





Disposition of Direct Mailing Pieces Received by Purchasing Agent 
During September, 1940 


Sent t 
Subject matte No. Pieces To Waste- Blotter File Office Supt. Dratt. or De 
of prec Read basket ised Future Ret Mer r V.P.* sign Dept 
Othce Applian 7 
Bronze Bars . ‘ 1 l I 
Alloy Steel — l 
Burlap jie ecee 4 
DD “dsidccdatacdca - 1 I 
Machine ( 
} 
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By LEONARD C. QUACKENBUSH 
President, Alliance Oil Corporation, New York 





Specialized Marketing is the Business 
of Alliance Oil 


Knowledge of marketing requirements of refiners and | 
the product needs of industry builds unique success 


@® WHEN YOUR PRODUCT is 
given you by God you take what you 
get and settle the sales problem the 
best you can Generally, it’s a ter 
rible headache—at least, it has been 
for the petroleum industry. 

Here's the trouble, and it’s as true 
for cotton, corn, iron or any other 
raw material as it is for petroleum 
You have no choice in W hat you are 
going to sell because you cannot con 
trol what comes out of your oil wells 
fields or mines. You'd probably lik« 
to sell the finest grade of lubricating 
oil, but your well may not produc 
it; yust as you'd like to sell the finest 
long staple cotton, but your fields 
are in Georgia and not on the banks 
of the Nile, and so you must take 
what nature bestows. 

Then there’s the handicap, or bless 


ing, however you want to look at it. 





of by products. It would be easier 


if you could produce the one thing This very unusual piece of copy for Alliance Oil Corporation, emphasizing its wide range of 
service in oil and petroleum products, appeared in full color in “Fortune” and ‘‘Business 


for which there is the greatest sales 
Week.” Other publication copy featuring specialized products runs in the drug, baking, 


demand, and the highest financial re paper, and petroleum business papers. Kenyon & Eckhardt, Inc., New York, is the agency 
turn. But when you're dealing with 
certain raw materials you have to turn 
out the by-products, whether vou is great as it is for the common, lubri- To eliminate the pain of oil mat 
want them or not, to get the prod cating oils and gasolines. Yet these keting and to do it at a profit for all 
uct that brings in the business. These others must be made in order to ob- concerned, Alliance Oil Corporation 
you have to store. package, and mar tain the w inted oils. was organized five years ago by a small 
ket and that’s where most of the Now we come to the sales prob- group of men with many years’ ex 
headache lies lem. Nearly all oil refiners have their perience in oil sales. The particulas 
Look at the situation as it exists in own sales and market organizations. concern of this group was to provide 
the petroleum industry Out of a Many have their own service station independent Pennsylvania refiners with 
barrel of crude oil come oils light outlets. But, actually, only the very a permanent and steady outlet for 
enough to be used for gas cooking and largest refiners can afford a sales or- their oils that they, with small sales 
so on down to the heavy isphalt oils ganization big enough to handle their torces, might never reach. Without 
These aren't the big monev-makers, entire production, by products in- such outlets the independents were 
because the demand for them is not cluded (Continued on page 82) 
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By W. D. MURPHY 


Reincke, Ellis, Younggreen & Finn, Chicago 


Au Engineering Approach lo 
Judustricl Aduertising 


Fundamental principles of industrial advertising as 


established through usage by successful advertisers 


Vil. The Influence of Appearance 
on Effectiveness 


@® IN THE CHECK-CHART pre- 
sented last month the layout of an 
ad was dismissed rather summarily as 
the function of a professional, a few 
suggestions being given for checking 
the completed advertisement for visual 
qualities. While it is true that few ad- 
vertising managers or copywriters 
have the specialized talent required for 
good layout production, a knowledge 
of fundamentals known to be effec- 
tive is invaluable in judging whether 
your advertising is compelling or 
merely attractive. 

First of all, how important jis the 
ippearance of an industrial or techni- 
cal ad? Granted legibility and neat- 
ness, does competent professional han- 
dling of visual elements add enough 
to justify the extra cost? The answer 
is “Yes,” 


why. 


beyond a doubt. Here’s 

You may recall that Axiom 1 in 
this series was, ‘The first requirement 
of an advertisement is visibility”; that 
Principle I stated, ““A picture of the 
product is the most effective way to 
irrest attention”; and that Principle 
Il rated the attention value of a head- 
line in proportion to its readability. 
Beyond these simple rules there has 
been no stress laid on physical ap- 
pearance. In fact, in Principle V_ it 
vas said that “the appeal in industrial 


copy is more important than the way 





Principle VIII 


Principle IX 
single effect. 
Principle X 
itself, 
Principle Xl 


never aware. 





The Most Widely Accepted Fundamentals of 
Layout and Typography 


Good layout leads the eyes of the reader through the ad 
in logical sequence. 
Good layout unifies the elements of an ad to produce a 


Good layout attracts attention to the ad and not to 


Good typography is something of which the reader is 








it is expressed,” expression including 
physical appearance as well as word- 
ing. You might justifiably conclude 
that effective layout is no more than 
a picture of the product, and a read- 
able headline with a powerful theme 
that is carried into the copy. If you 
can guarantee this in every ad, I'd 
almost agree with you. 

However, layout is not quite as sim- 
ple as that. Layout is not merely the 
physical handling of certain necessary 
elements. Layout is the advertisement 
in that it attracts, interests and ex- 
presses to the reader the essence of the 
sales story. Layout gives the reader his 
first and most important impression. 
A well-dressed salesman with nothing 
to say makes few sales—the “big idea” 
is still the biggest factor—but a well- 
dressed salesman with a powerful mes- 


sage will do an infinitely better job 
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than his shoddy, though equally force- 
ful, competitor. 

Inferior material or craftsmanship 
in the product itself would not be 
tolerated for long by either the user 
or the 
Why publicize inferiority in the sales 


conscientious manufacturer. 
story about the product? Moreover, 
readers of technical publications are 
better equipped to judge the merits of 
an advertised product than the aver- 
age reader of so-called “general” mag- 
azines. Is it not all the more impor- 
tant that the appearance of the ad 
should help, rather than hinder, a 
favorable judgment? On the score of 
improved appearance alone, good lay- 
out has a strong case—especially so in 
field where its very 
rarity makes it doubly effective. 


the industrial 


But there are deeper reasons than 
attractiveness for skillful layout. The 
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most important contribution that a 
layout artist can make is a thorough 
knowledge of the eye habits of read- 
ers. Thus 

PRINCIPLI VILL. Good layout leads 
the eyes of the reader through thi 
ad in logical sequence. 
his is not easy to achieve. The 

magazine Look has published frag- 
mentary information on the Brandt 
Eye Camera, which records move 
ments of the eye scanning a page, and 
this type of study may well form the 
basis for greater certainty in layout 
procedure. At present, however, the 
skill and experience of the layout 
irtist must be relied upon to direct 
the eye of the reader and retain inter- 
est within the confines of the adver- 
tisement, 

Another essential which talent and 
experience can best provide is co- 
Ordination, or integration, of all the 
elements of an ad into a single im 
pression. 

PrincipLe LX. Good layout unihfes 
the elements of an ad to produce a 
sin gle effect. 

Finally, the abomination of the 
amateur is an “arty” layout. No good 
professional attracts more attention to 
the layout itself than to the message 
to be conveyed, nor does he use stunts 
und tricks which capture the reader’s 
eye but make him admire cleverness 
rather than copy. 

Principe X. Good layout attracts 
attention to the ad and not to 
itself. 

For those who must, through 
Vanity or economy, make their own 
layouts, there are a number of excel 
lent books on the subject. It would be 
helpful to any advertising man to 
read such a book if only to warn him 
of the pitfalls and help him appraise 
the work of paid counsel. This series 
will make no attempt to tell hou to 
nvoke Principles VIII, IX and X; it 
merely states them as being funda 
mental. 

The importance of visual elements 
in industrial advertising was tested 
ome years ago with interesting re 
sults 115 engineers, who had gone 
through the advertising pages of a 
technical magazine looking for new 
products, were interviewed on their 
observation of illustrations, their 
readership of headline copy, their 
ibility to identify the advertiser with 
out signature or name of product 

*hliow bis ‘ ! i headers \l 


raise Advert nex Cor R. H. G. Mathews 
4 Mia Kt Sept 14 






General Electric is a great believer in tying 
together its advertising of related products, 
as exemplified by the reference made to its 
new Tri-Clad motor in this ‘spot’ included 
in a page ad for G-E combination starters 


showing, and their readership of the 
text copy. Although the percentages 
fluctuated widely according to the 
value of individual ads, it is impor- 
tant to note that the averages of 
thirty-three ads were as follows: 

Forty-five per cent saw the illustra- 
tion; thirty per cent read the head- 
line; twenty-eight per cent could 
identify the advertiser; and but eleven 
per cent read the formal copy. In fact, 
the highest percentage of copy read- 
ership attained by any ad was fifty- 
three per cent (facts were in tabular 
form) while the illustration of the 
same ad polled ninety-six per cent 
readership. 

This deserves thoughtful considera- 
tion. It bears out findings of others, 
emphasized previously in this series, 
that the illustration and the proposi- 
tion largely outweigh the mode of 
expression used in formal copy. If this 
be true, and the evidence seems to 
substantiate it, the importance cf 
truly good visual arrangement can 
not be over-estimated. It ranks very 
closely with the paramount impor 


tance of the “big idea.” 


How frequently the ad man, pos- 
sessed of a good layout, wishes he 
could reproduce the comprehensive 
instead of substituting type for the 
evenly shaded lines of the artist! And 
how frequently bungling typography 
destroys the unity of the artist’s and 
writer's plan. Here, again, I beg off 
from the attempt to tell you what 
type face to use, but do insist that 
good typography pays for itself. 
Novelty in type should be avoided, 
unless employed deliberately to secure 
a sought-for effect. Type is meant to 
convey the message to the reader. It is 


not an artistic end in itself. 


INDUSTRIAL MARKETING, February, 194! 


Principte XI. Good typography is 
something of which the reader is 
never aware. 

There is often an attempt to strive 
for continuity of impression, or to 
build up a cumulative effect, by mak- 
ing all the ads of a series alike in lay- 
out. Sometimes a company will 
carry this sameness year after year in 
the belief that it establishes ready 
recognition. Perhaps this is true, but 
a fearful price is being paid for quick 
recognition. As a matter of fact, the 
law of diminishing returns begins to 
act very quickly when layouts remain 
unchanged. This has been checked 
conclusively on consumer copy that 
called for some definite action on the 
part of the reader. Each ad should 
be fresh and interesting, letting the 
reader build up a continuity of favor- 
able impressions instead of continuity 
of a single pattern. 

Thus far we have traced an ad 
from the inception of the idea to the 
finished proof. Aside from the choice 
of media in which the ads are to ap- 
pear, there are but two other factors 
that influence effectiveness—size and 
position in the publication. 

Unfortunately, there has been very 
little testing under controlled condi- 
tions of the influence of size on ef- 
fectiveness. This much can be said 
authoritatively: the effectiveness of 
advertising does mof increase in direct 
proportion to increases in size. A full- 
page ad is not necessarily twice as ef- 
fective as one half-page. 

As for position in relation to ef- 
fectiveness, Dr. Starch says in_ his 
“Analysis of 5,000,000 Inquiries,” 
“The difference in effectiveness be- 
tween left and right hand pages is 
small. The slight difference which 
exists favors the right hand page. The 
ratio is 100 for a left hand page to 
104 for a right hand page.” 

Preferred positions in publications 
are “preferred” because the advertiser 
thinks they are better than run of 
magazine and is willing to back his 
opinion with money. So far as I can 
discover, there is no basis whatsoever 
for the relative costs of various pre- 
ferred positions, except that of what 
the trafic will bear. No statistical 
studies are available of the relative 
pulling power of the positions usually 
charged for as preferred. That there 
is an added visibility factory for cer 
tain of these positions is obvious. How 
much extra that is worth is entirely 


specu lation. 
































By STUART F. HEINRITZ 
Editor, “Purchasing” 


Wha the Purchasing Agent Expects 
from Aduertising 


Information that will establish your company and its 
products on his “acceptable” list is what he wants 


@ AS) PROGRESSIVI 


men, you are committed to the princi- 


advertising 


ple of market research. When you aim 
your selling message at a particular 
group, you want to know everything 
there is to know about that group. 
What sort of people are they? How 
do they think? What is their function 
in relation to the total picture? How 
do they perform that function? Where 
does your product fit in? On the basis 
of such information you can most in- 
telligently and effectively formulate 
your approach and your argument. It 
is the only sound basis for your plan 
ning. 

It is in the spirit of this type of 
research that I have planned my re- 
marks. I believe it will be much more 
helpful to you if I follow such a pat- 
tern and sketch in, first, the factual 
background of the industrial purchas- 
ing process. If that method defers 
for a few minutes the direct consid- 
eration of your stated topic—‘What 
Do Purchasing Agents Expect from 
it will nevertheless be 





Advertising?” 
time well spent, for it will establish 
the “how” and the “why” that under- 
lie the later recommendations, and will 
enable all of us to apply logic and 
reason, rather than opinion, in reach- 
ing our conclusions on the problem. 
The reasons for segregating pur- 
chasing as a separate function are two- 
fold: (1) to relieve production and 
idministrative officials of the buying 
responsibility, thus saving their time 
Fron in address before the Engineer- 


u \dvertisers Association Chicage 
i! 1 and the Industrial Marketing 


and energy and enabling them to con- 
centrate on their primary jobs, to be 
better production men, designers, and 
administrators; (2) by similar special- 
ization and concentration on purchas- 


ing, to foster better buying. 


Purchasing Functions 


By better buying |! do not mean 
skill in horse trading—an art which 
reached its zenith in the business 
philosophy of the gay nineties and the 


When 


intelli- 


early years of this century. 
business really applied their 
gence and attention to the purchasing 
problem, they found much more po- 
tent and fruitful sources of efhciency 
and economy. Among those factors 
are: 

Adapting the quality of materials 
to the specific need—neither too good 
nor too poor for the intended purpose. 

Combining requirements of similar 
materials. 

Standardization of qualities and 
sizes, reducing varieties in stock and 
increasing the unit of purchase, to the 
benefit of supplier and user alike. 

Planning the buying program in the 
light of the production schedule, 
avoiding delays due to shortages and 
avoiding expensive rush orders. 

Planning the buying program in the 
light of the economic cycle. 

Scientific control of inventories, a 
prolific source of added overhead costs. 
Reducing waste and obsolescence. 

A constant study of sources of sup- 
ply, finding the producers or manu- 


facturers best able to serve the com- 
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pany’s needs, and keeping alive a 
healthy competition. 

A respect for ultimate costs and 
true values, which are frequently 
quite different from a direct compari 
son of quotations or invoice figures. 

These are some of the ways the pur 
chasing agent has found to do a better 


buying job. 


Scope of Purchasing 

And this responsibility is a large 
one. According to the U. S. Census 
of Manufactures, the expenditure for 
materials, equipment and supplies rep- 
cents of 
And the 


12,000 centralized purchasing depart- 
k ; } 


resents, on the average, 58! 
the manufacturer’s dollar. 
ments, numerically a relatively small 
number, represent more than sixty- 
five per cent of all manufacturing 
volume. Moreover, it is a responsi- 
bility that can not be delegated. 
Naturally, in discharging his obli- 
gation, the purchasing agent consults 
with others in his organization, with 
the operating and technical men re- 
garding the type of material which 
will be satisfactory. One of the cardi- 
nal points in the National Association 
of Purchasing Agents code is ‘to be 
receptive to competent counsel.” 
Much buying is done on specification, 
and the purchase specification is essen- 
tially a coéperative project in which 
technical considerations and commer- 
cial considerations must be combined. 
In the majority of companies you will 
find that the purchasing agent is a 
member of the group or committee 


set up for such a purpose. Right now, 
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General Electric launched its campaign for the new Tri-Clad motor last month with four- 


page full-color inserts in a long list of business papers. 


An ingenious use was made 


of the color: The three features enumerated on the inside spread were given different 
colors which also were used in the cut-away view of the motor on the back page and the 


reference dots along side the paragraphs 


when many types of materials are hard 


to procure, and when the Defense 
Commission has told industry that de 
fense orders have first call on all ma 
terials, availability is the first consid- 
eration, and that is the purchasing 


agent’s particular part of the job. 


But the important point is that in 
such a codrdinated procedure, the pur 
chasing agent is in no way relieved of 
his responsibility for procurement. 


And since management _ generally 
realizes that responsibility and author 
ity must go hand in hand in order to 
ichieve results, we find today that in 
most companies which are large 
enough to warrant the maintenance of 
a purchasing department, the purchas 
ing othcer and his staff are definitely 
invested with the authority necessary 
to meet the responsibiliry. That again 
may seem to be a very elementary 
point, but it is in fact one of the 
most far-reaching changes in manage 
ment policy over the past ten or hi 
teen years, and it is a development 


which successful marketers must rec 
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of explanatory copy below the _ illustration 


ognize in adjusting their policies to 
the conditions of today. 


I do not contend for a moment that 
purchasing agents are a race of super- 
men or industrial dictators. I am talk- 
ing about the job, not the man. | 
wonder if you know what is happen- 
ing to that job, today. In our Janu- 
ary’ issue, we reported that Harry Er- 
licher, purchasing agent for General 
Electric Company, has just been 


named vice-president in charge of 


purchases. And that L. B. Bonnett, 
purchasing agent of the Brooklyn Edi- 
son Company, has been named vice- 


+ 


president in charge of purchases and 


engineering for the Consolidated Edi- 
York. 


men, good companies, but even more 


son Company of New Good 


significant—buying is an important 
job. You don’t have to have the han- 
dle ot 


an authoritative 


a vice president’s title to be 
purchasing agent. 
These instances have been cited only 
to show what management thinks of 
the function and the authority that 


must go along with it. 





Purchasing Procedure 
Now 
let’s get down to the mechanics of the 


job. The purchasing agent does not 


So much for generalization. 


originate the need for materials or 
equipment, leading to a_ purchase. 
Neither is that need or purchase 
prompted, in any large number of 
cases, by direct sales effort. The need 
is a reflection of the manufacturing 
program, and the purchase is made in 
due course to meet that need. 

I have some interesting statistics 
from the RCA Manufacturing Com- 
pany, which has a representative pur- 
chasing department where unusually 
complete records on interviews hap- 
pen to be kept. There were 23,563 
sales interviews at the Carnden pur- 
chasing office in 1939. It is scarcely 
necessary to state that not every one 
of those salesmen walked out with an 
order in his pocket. But in that same 
period, some 80,000 purchase orders 
were issued, or about three and a half 
times as many orders as sales solicita- 
tions. In other words, at least five of 
every seven orders, and probably a 
much greater proportion, were bought 
and not sold, placed as a matter of 
purchasing routine rather than as a 
direct result of personal sales effort. 
I commend this fact to your serious 
attention, for it indicates very clearly 
the importance of anticipating these 
requirements with a solid foundation 
of educational advertising and selling. 

The purchasing department antici- 
pates these requirements on standard 
items. It anticipates them in the form 
of long-term contracts, and in stores 
inventories. Purchasing and stores are 
always closely coérdinated. In about 
sixty per cent of industrial concerns, 
stores are under the control of the 
purchasing agent. Requirements are 
higher today, with expanding produc- 
tion, and there is difficulty or delay in 
the procurement of many items. But 
ever since March 1, 1940, industrial 
inventories have been steadily rising 
from month to month in anticipation 
of that situation. Buying policy, 
which was recorded as “for current 
needs” a year ago in the NAPA busi- 
ness survey, is now on a basis of three 
to six months ahead. 

The need for a purchase is expressed 
to the purchasing department in a va 
riety of ways, generally in some form 
of requisition from stores or from the 
planning department. 


There are, of course, thousands of 


(Continued on page 76) 
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HANDS IN ITS VERDICT 


Thereas The Iron (ge, a weekly publication serving the metal working industry, has 
in the course of established business procedure asked judgment upon the value of its service to 
\merican Business of a jury comprising America’s largest market for materials, equipment, and 


supplies, this court of last resort finds as follows: 


(1) The Iron Age is read by an audience them. They regard the money as an 
of 90,000 key men, including about essential investment. 

25,000 new readers added in 1940 a (3) Over 80° of published, independ 
greater gain in subscribers and readers ent reader surveys made in the last few 
than any other metal working publica years have confirmed that The Iron Age 


occupies nrst place In 1ts held for readet 


Tt) 


yn. 
interest. 

Z [ 1CS¢ eaders or their respective (4) \oain in 1940, lhe Iron \ ox ca 

ompanies pay $6 or more each per an ried the greatest advertising volume ot 

num tor what The Iron Age brings any industrial publication. 


cond 


CHberefore, we the undersigned, sit 


ing in judgment upon this publication each week as 
it comes to our desks, do now solemnly adjudge The Iron Age FIRST in its field in reader in 


erest, In advertising volume, and as an advertising medium. 
Signed: THE AMERICAN METAL WORKING INDUSTRY 


‘ Per 15,540 Subscribers 
and 625 Advertisers 


> (Total weekly distribution 17,000) 


The Inon Age gets there First 


(A Chilton @® Publication), 100 East 42nd Street, New York City. 














Sales Promotion... 


ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Pangborn 


Uses Pin Game in Novel 


Exhibit Attraction 


@ WHETHER amusement can be 


mixed with business promotion and 
good results still be obtained was suc- 
cessfully demonstrated by an unusual 
exhibit of Pangborn Corporation at 
the recent National Chemical Expo 
sition. In this case a pin game was 
operated by visitors to the display and 
the booth was crowded throughout 
the day. 

The object of the exhibit was to 
have some novel movement of light 
ind color to draw attention of those 
passing the Pangborn booth. Then to 
follow up that attention, visitors were 
offered something to do that would 
vet them into the booth and sign a 
card The card they signed with 
name, title, ind address ilso provided 


terature, bul 


places tor request of 
letins, and a representative to call. 
Each card carried a Dust Hog” 
nt which enabled the visitor to play 
he marble game 
\s visitors awaited their turns to 
play the Control the Dust Hog” 
irble game, they watched colored 


nts race round thn aispiay back 





Papier-mache piggy banks awarded as prize 
n Pangborn's pin game play tie directly 
Dust Hog 


nto its advertising charecter 


34 


, | SMELLY OIL COMPANY 


SKELLYSOLVE 


‘ Cop \ | fj 





- oF 
NTROL THE OUST HOG ~ 





A reconstructed pin game was used in this exhibit of the Pangborn Corporation to attract 
attendance and focus attention on installations shown in the translites which flash on as the 
marbles in the game hit the respective contacts. Piggy banks, pencils, cigarettes and a 
daily cash award were given to those getting high scores set up in the rules of play 


ground only to suddenly stop at an 
illuminated translite of some Pang 
born dust collector installation. Each 
installation view had a value ranging 
from 1,000 to 9,000. A 10,000 value 
was a large Dust Hog translite. Each 
player had four marbles to play and 
those who built up their score to 
10,000 and flashed the Dust Hog pic 
ture received a nicely boxed papier- 
mache piggy bank. Those who lighted 
1 20,000 translite were awarded a fine 
Schaefter pencil. Some packages ot 
Pangborn” cigarettes also were given 
is auxiliary prizes, and a daily award 
of ten dollars during the show was 
given to the person making the high 


est score 


Thus, in addition to being some 
thing of amusement, the exhibit di 
rected attention to Pangborn dust co! 
lector installations Gue to the many 
fine photographs of collecting various 
chemical process dusts which were 
used to indicate the scores. This also 
gave the operator a continuous oppor- 
tunity to talk about these installa 
tions as they would light up for the 
players. 

Over 2,800 persons signed the Pang 
born cards. These included many pres 
dents, vice-presidents, sales managers, 
chief chemists, purchasing agents, and 
other key men from some of _ the 
largest chemical process plants in the 


middle west district. And trom thes 
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A CUE TO YOU? 
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If you would like copies of any 
of these Defense articles they are 
yours for the asking. 


Textile Mills Look To 
TEXTILE WORLD 


to keep them informed on the Defense program and 

its effects on the activities of the textile industry — 

For they know that Textile World, having the 

necessary organization — in Washington, as well 

as in New York and in important textile centers — 

Tew Delense Buying Probab can be counted on to get that information for them— 


timely news — authentic — gathered at the source—on all of the 
many happenings which affect the industry — plus the data they 
need to keep their machinery, methods, mill engineering, merchan- 
dising and management policies keyed to the exacting demands 
which are being made on the mills for both normal and Defense 
program requirements — 

The kind of service that has earned for Textile World its rep- 
utation for being the industry’s “most useful” publication. 

Which, in turn, explains why Textile World’s net paid circula- 
tron is now at an all-time high; and 

Why Textile World readers look to the advertising pages to 
tell them (in their own language) what equipment and supplies 
can help them with the engineering, operation, maintenance, pro- 
duction and personnel problems that will face them during 1941. 

A cue to you? 


@ Textile, World o 


330 West 42nd Street New York, N.Y. 





, 














More Mileage 
tor salesmen now being staged throughout 
to get the men better acquainted with details of the equipment they have to sell 
and instruct them on how to select the proper types and find the right price quickly 


A scene from the 


apparatus training school for Westinghouse distribu- 
the country 
















The purpose of the school is 





came numerous requests tor literature 
ind several valuable requests for pro 
posals 

Out of the 2,800 players, 525 re 
ceived a Pangborn piggy bank, each 
with — stic kers on its side reading, 
Dust Control SAVES—Write Pang 
born Corporation, Hagerstown, Md.” 
Fitty-two pencils were distributed, 
ind 101 packages of Pangborn cigar 
ettes 

The idea of the exhibit was con 


ceived by \ I 


idvertising manager, who designs all 


Gardner, Pangborn 
of the company’s exhibits, and it was 


constructed in the Pangborn wood 


shop under his direction The marble 
game was an old machine which had 
been withdrawn from service by its 
ind was purchased for only 


opel itor 


520 It was taken ipart in the com 


pany s shop ind through the use of 






TRY YOUR SKILL -- PLA) 
«CONTROL THE 
DUST HOG» 








PANGBORN CORPORATION 


HAGERSTOWN MARTLANO 


ss costs of DUST 


y this marble game 












END your needle 


as easily as you ple 








Every visitor to the Pangborn exhibit re 
eived one of these cards with a coin in 
serted to be used in play ng the pin game 
in reading the instructions, the visitor re 
eived an advertising message. The signed 
rds provided a record of all who played 
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120-volt relays the lighting system 
was changed from the six-volt in the 
original circuit to the 120 volts used 
on the translites. 

Injecting a little human interest 
into exhibits appears to be the cur- 
rent trend, and those who have been 
doing it one way or another seem to 
be well satisfied with results obtained. 
The point to observe, however, is that 
the play lends itself in some manner 
to tie-up with the general promotion 


plan ind appropriate follow up. 
+ 
Westinghouse Holds 
“More Mileage” Classes 
@ OPENING in Cleveland last 
‘More Mileage”’ 


training school for distributor sales 


month, a apparatus 
men associated with the W estinghouse 
Electric & Mfg. Company has taken to 
the road. At the first meeting, ap- 
proximately eighty men from the 
central district attended and conferred 
with headquarter’s sales managers. This 
was the start of @ series of meetings 
to be held in twenty mayor cities 
throughout the country east of the 
Rocky mountains launching the spring 
ipparatus campaign. 

With a stage and special properties 
is the background, headquarters ofh 
cials will concentrate on motors, con 
trols, switches, breakers, service equip- 
ment and _ panelboards. Discussion 
topics include how to select the right 
motor, control, or circuit breaker for 
1 job and how to find the right price 
quickly. 

Taking the training school to the 
designed to 


road is an innovation 


contact more distributor salesmen 
than by the former method of hold- 
ing the sessions at Westinghouse 
headquarters 


By holding the schools throughout 
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the country Westinghouse will give 
broader coverage, save salesmen’s time, 
and reduce the cost of distributors’ 
traveling expenses. National awards 
are to be made for sales accomplish- 


ments. 


+ 
Issues “Eight Ball”; 
Launches House Organ 


@ NEW internal as well as external 
sales promotion activities have been 
launched by American-Marietta Com- 
pany, Chicago, industrial paint manu- 
facturer, for the new year. The first 
consists of a unique idea in the form 
of an “eight ball,” which is to be 
sent each month to the lowest pro- 
ducer on the sales staff. The eight 
ball is real in appearance, foreboding 
in its blackness, and is packed in an 
open crate for shipment so that all 
may see it as it goes to its unfor- 
tunate recipient. The salesmen are 
honor bound to carry it in their cars 
continually while it is in their pos- 
session. 

Discussing the new idea, Roland G. 
Maus, sales manager, explained: “Our 
men who are close to the top in sales 
have worked liked Trojans to become 
leading producers, but the fellows 
near the bottom of the list are in- 
clined to slow down, thinking there 
is no use trying to raise their stand 
ards. We believe their desire not to 
‘get behind the eight ball’ will give 
them the incentive to work hard and 
as intelligently as they know how— 
and that is all that can be expected 
of any man.” 

The new external promotion is an 
8'>xl1l, column, 


“WValdura 


eight-page, three 


news style house organ, 





Don Warinner, advertising manager, Ameri- 
can-Marietta Company, Chicago, with W. G. 
Krueger, Buffalo representative, ‘behind the 
eight ball’ sent each month to the lowest 
producer on the sales staff as a stimulant 
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AUTOMOTIVE MASS 
PRODUCTION METHODS 


The American automotive industry leads the entire world in 
mass production methods. How the principles of the machines 
and equipment developed for turning out automotive parts can 
now be employed by the automotive and other industries for 
producing munitions on a mass basis will be the subject 
of April MACHINERY... In its 47 years MACHINERY has 
chronicled the entire mass production era. This is the back- 
ground which will enable MACHINERY to publish in April 
one of the most accurate and authoritative treatises on 
munitions by mass production ever presented to manufacturing 
executives, engineers and shop men. 
















\ 
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Your Advertisement in 
April MACHINERY will 
benefit by the high 
interest in the subject 
matter. 


MACHINERY, 148 Lafayette Street, New York City 
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Cover and sample pages from the new Dodge truck catalog produced by the offset 
process in full color. Vivid colors and highlights give unusual strength and sparkle 
to the illustrations. A blue print with important dimensions of each style of truck fea- 
tures their description The ‘“Job-Rated"’ theme is emphasized in the lower spread 


Sales Promotion... 





















































News,”’ to be published monthly and largest single user sale of Valdura 
sent to 5,000 Valdura_ distributors products during the month; applica- 
ind their salesmen. Each issue will be tion stories; prize cross-word puzzle 
printed on different color stocks in which includes words pertinent to the 
harmonizing inks. It is a self-mailer company’s products; an offer of pro- 
with the lower third of the back page, fessional prices for photographs of 
when folded, serving for address Valdura jobs for use in the publica- 
spacc tion; a “Ramblings” column with 

Che publication will carry informa some sales slants by A Dam Adman; 
tion about the company’s products; and a “Paint Quiz” column by the 
personal items and picture of salesmen chiet engineer, in W hich he will tell 
ind prominent customers; a “leader's ibout the problems his department is 
corner” with the picture of the dis solving; humor is injected with a 
tributor salesmen who reports the comic strip, “Valdura Sam,” which 


runs across the bottom on the center 


spread. 


+ 


Nitrate Industry 
Produces Color Movie 


@ A NATURAL COLOR sound 
movie with a two fold purpose has 
just been released for showing by the 
Chilean Nitrate Educational Bureau, 
Inc., New York. In two parts, the 
Mrst section titled The Magic Des- 
ert,” shows new and interesting scenes 
in the mining and processing of nat 
ural Chilean nitrate and stresses the 
mportance of trade between the 
American republics and the depend- 
ence of that trade, so far as the 


United States is concerned, upon its 





willingness to buy as well as to sell. 





The second part, called “Vitamin Ele- 
Recognizing that appearance as well as 
utility is of great importance in the sale of 
equipment today, General Electric Com importance of the so-called trace 
pany has redesiqned its ignitron tubes for elements” in plant food and a series 
resistance welder control as shown here 
The tubes now have inner and outer jackets 
of stainless steel and are corrosion resistant disease resulting from deficiencies in 


ments in Plant Feeding,” shows the 


of pictures showing the symptoms of 
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one or more of those vital elements. 

The picture was made under the 
supervision of the Bureau, with parts 
being taken in Chile, England, and 
the United States. 

+ 

House Organ Covers Will 
Feature House Organ Covers 


@ “TOMORROW’s Tools—Today,” 
published by Lane-Wells Company, 
technical oil field services, appeared 
in a new format with the January, 
1941, issue. 

The magazine, which has a circu- 
lation of 10,000 copies among oil 
company engineers and field oper- 
ators, has published development ar- 
ticles about Lane-Wells gun _per- 
forator, Electrolog and oil well survey 
services, and complete abstracts of 
ill “drilling” and “production” pa- 
pers appearing in current petroleum 
magazines. These two departments 
have been retained and new features, 
including interesting stories and pho- 
tographs, supplied by leading national 
outdoor publications, will appear reg- 
ularly. Front cover plates will be re- 
productions of outstanding oil com- 
pany house organs. A puzzle contest 
and a picture contest have been in- 
augurated. 

“Tomorrow's Tools—Today” has 
been published regularly since 1934 
and is considered by Lane-Wells as an 
important contact between the com 
pany and its customers. The McCarty 
Company, Los Angeles, is the com 


pany’s agency. 





Layout of first of a series of covers for 
Lane-Wells Company's “Tomorrow's Tools— 
Today" which will feature the covers of 
house organs published by outstanding oil 
companies. A puzzle contest and a picture 
contest also will be features during 194! 
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The YEAR-ROUND 
REFERENCE HANDBOOK 


Defense Orders . . . Military Aircraft ... Diesel Engines ... Production... 
Vehicles in Use .. . Total Registrations . .. New Registrations . . . Automo- 
tive Distribution . . . Automobile Dealer Count . . . Design Features of 


Engines ... these, and many more important subjects will be covered in— 


The STATISTICAL ISSUE 
of AUTOMOTIVE INDUSTRIES—March 1, 1941 


This will be the 23rd annual Statistical Issue of Auto- Your automotive, aircraft, defense products should be 
motive Industries and, due to present-day conditions, 


advertised in this issue together with those of more auto- 
it will be the most important of them all. 


motive manufacturers than have been represented in it 
Nowhere, other than in this issue, is there to be found at one time within recent years. 

such a compact, comprehensive presentation of refer- Your advertisement here will live around the year, in 
ence material regarding the automotive industry and this reference handbook. Last advertising forms close 


aircraft field. February 20th. Reserve adequate space now. 


AUTOMOTIVE INDUSTRIE S—A CHILTON Publication 
Chestnut and 56th Streets Philadelphia, Pa. 0) 


ee 
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ROBLEMS 


IN INDUSTRIAL MARKETING 
By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Historical Advertising 

Now that the pressure for orders 
has been slightly relieved, our man- 
agement is interested in advertising of 
They are 
urging something along historical 
lines. Help! Help! What to do! 

ADVERTISING MANAGER. 


a more institutional nature. 


While you do not need immediate 
orders, it is much better to develop 
activities that will help you in the 
future, such as perhaps text books on 
how to secure greater value from your 
products, and similar service litera- 
ture, However, it 1s also possible to 
create historical advertising literature 
that will prove interesting to your 
customers. 

Some companies turn to a heavy 
historical book with complete details 
ibout their business growth from its 
very beginning. However, a_ better 
plan may be to publish a series of bul- 
letins that will carry your company 
ind products along with the develop- 
ment of your industry or from the 
be ginning through the present period. 

Information regarding the growth 
of the industry is usually always of 
interest to others in the industry, and 
will frequently be kept on the basis of 


source material. 


Working Exhibits 


We find ourselves in a well sold 
produc ‘s fo 
feature, and an exhibit coming along. 


condition with no neu 


What would you recommend? 
ADVERTISING MANAGER. 
Under such circumstances, many 
companies would follow the line of 


least resistance—use a few good look - 


ing palms and comfortable chairs. 
This will develop minimum values, 
though of course it will assure your 


being represented. While we could not 
suggest anything that would fit your 


particular business, there are many 


ways in which to create interest that 


will increase the value of vou 


exhibit 
hive or ten times ove! 

These include quizzes for which 
prizes may be given, consulting serv- 
stunts that 


ces, and 101. different 
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will make your booth a center of at- 


traction. Shooting contests, record- 
ings, photograph booths, etc., are all 


within the realm of possibility. 


Now Is the Time to Sell 
the Forgotten Lines 


While we are running almost to ca- 
pacity, there are a number of small 
and neglected lines in which we have 
never succeeded in getting any sales 
volume. Unfortunately, 
have no appropriation for these side- 
line products. Do you have any par- 
ticular methods that you believe can 
be used to bring these into the fore- 
ground under present conditions? 

SALES PROMOTION MANAGER. 


however, I 


Here are a few suggestions that 
may work without the necessity of 
securing much of an increase in your 


advertising appropriation. 


1. Envelope inserts. 

2. Quarter-page boxes in your main 
line advertisements. 

3. Advertising on the back of your 
envelopes, if not against company 
policy. 

However, rather than resorting to 
these in-between methods, perhaps 
you had better dev elop a good adver- 
tising campaign on two or three of 
these so-called forgotten lines, and get 
a real appropriation, even if some of 
the money must be taken from your 
main lines that are in an oversold con- 


dition. 


What Type of House Organ? 


We have a client who is now de- 
hating the advisability of publishing a 
house organ and is casting about for 
information on the subject. This client 
is a small company who is treading on 
the heels of some of the larger com- 
panies in their field in the matter of 
advertising. Their products are in thi 
industrial insulation field. Do you 
have any dope concerning the differ- 
ent types of house organs and their 
value? 

ADVERTISING AGENCY. 

Books have been written on house 
magazines, so it probably is a bit pre- 


suming to try to give infermation 
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that would be truly helpful in a col- 
umn like this. I believe if you will 
check back in the advertising maga- 
zines of the past year, you will find a 


number of articles that will prove 







worth while. 
The Champion Paper & Fibre Com- 


pany publishes a magazine for house 







organ editors, which is called “Stet.” 
I believe you will find this helpful. 


There are four general types of house 






magazines that appeal to us and may 
be used successfully depending upon 





the objective and money available, the 





market and various other factors: 





1. The news type house organ, as 
developed by Link-Belt Company and 
many others. The “Link-Belt News” 
tells a great deal about the company 







and the service it is rendering in many 






lines of business. It has a large circu- 
lation and the company reports that 
the magazine is one of the best in- 
vestments it has ever made. 

2. Institutional Fortune type house 
magazine, such as published success- 
Allegheny Ludlum Steel 
Corporation, ‘Steel 
the Louis Allis Company, “Louis Allis 


“The Louis Allis 


Messenger” brings in a great deal that 


fully by 
Horizons,” and 





Messenger,” etc. 


is personal in order to take advantage 
of the universal interest in “just 
folks.” Also included in this group 
might be the so-called Life type mag- 
azines which feature more pictures 
than text. General Motors house or- 
gan for employes, “GM Folks,” is a 
good example of this type. 

3. Rotogravure  pictorials — this 
type house publication in tabloid or 
newspaper size gives opportunity for 
large illustrations, and usually may be 
counted on to secure attention. Many 
claim that the average busy executive 
does not have enough time to read a 
regular house organ, and a few inter- 
esting pictures are about all he will : 
take time to absorb. This type publi- 
cation can be printed with economy, 
providing the run is large enough. 

4. Four-page letter size house mag- 
“Vanadium 


azines — for instance 


Facts” published by Vanadium Cor- 


poration of America. A_ four-page 
folder of this type usually printed in 
two colors, provides enough space to 
put over at least one good company 
message, and perhaps a case study or 
two, and several installation photo- 
graphs, or material along this line. It 
reminds customers of your company 
and probably represents a good value 


for the money spent. 

















Regardless of source, all power is worthless 
unless properly applied and controlled. Design executives, chief engineers 
and designers of machinery are responsible for the proper harnessing of 


power to accomplish required results. 


LECTRICAL, mechanical, hydraulic and pneumatic drives and 
K controls for machines will be the subjects of the Fifth Annual 

“Machine Drives and Controls” supplement accompanying the 
April issue of Macuine Desten. 


Again manufacturers of drive and control equipment have this 
outstanding opportunity to include their sales messages in a filable 


technical supplement of Macuine Destcn that will be referred to 














during an entire year . .. referred to by design executives, chief 
engineers and designers the men who originally specify machine 
\ drives and controls for machinery. 
t Factual copy and informative illustrations will place your equip- 
| ment before the men you wish to reach, at exactly the time they are 
searching for machine drive and control data. Coupled with a regu- 
lar advertising schedule in MACHINE DesiGN, your message in the 
: April supplement will strengthen an entire year’s campaign. 

b \ | \ Plan now to use space in the April “Machine Drives and Controls” 
supplement of Macuine Design . . . May we send you full 
particulars? 

eee 
= - | i | | f | L ( | , | 
Penton Publication 
110 E. 42nd St. Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 








Bituminous Coal 
Organizes Promotion 


@ [til 


during 1940 made substantial prog- 


bituminous coal industry 


ress, and in terms of mine produc- 
tion, experienced the best year since 
1930. The total bituminous produc- 
tion tor 1940 was 450,000,000 tons— 
in increase of hfteen per cent over 
the tonnage mined during 1939. It 
was a year of expanding markets and 
improved marketing practices and of 
increased efhciencies both in the min- 


ing and the utilization of coal. 


The outstanding marketing feature 
of the year developed in December, 
when the National Coal Association 
sponsored ad sales promotion and ad- 
vertising campaign, which is expected 
to be accepted by the industry within 
sixty days. This campaign calls for 
the expenditure of approximately 
$1,000,000 annually for the next 
three years, the money to be spent 
largely in national magazines. The 
tunds used in the payment of the 
campaign will be assessed at the rate 
of four mills per ton against the pro- 
duction of bituminous coal producers 
throughout the country. It is also 
expected that the railroads and equip 
ment manufacturers will participate 
in this effort to publicize the bitu 


minous product 


The average reader of industrial 
idvertising may wonder what bitu- 
minous coal has to advertise, and the 
inswer to that question 1s that bitu 
minous coal is the “greatest source 
of energy in America. It is the No. 
| source of power in the nation’s 
factories; it is the No. 1 source of 
Ww irmth in the nation’s homes. The 
innual value of the coal mined in 
the United States exceeds that of all 
other minerals combined On top of 
ill this, in almost every instance it 
is far cheaper to use coal than it is 
oil or gas—its outstanding competi 
tors in the “battle of the basements.” 
With this background, there is no 
question but that bituminous coal has 


1 story to tell the general public. 


Che greatest market change was 
due to the establishment ot minimum 


prices tor bitumtnous coal, following 
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out the governmental price fixing plan 
embodied in the Bituminous Coal Act 
of 1937. This provision of the law 
became effective Oct. 1, after more 
than three years’ arduous fact find- 
inge—first by the Bituminous Coal 
Commission appointed by President 
Roosevelt and later by the Coal Com- 
mission’s successor—the Coal Divi- 
sion of the Department of the In- 
terior. 

It is too early to correctly evalu- 
are the affect of fixed prices on the 
industry, but ten weeks’ experience 
seems to assure a greater mine run 
price yield to the producer, making 
that individual a more highly prized 
potential customer for equipment 
manufacturers. 

The national defense program, 
largely dependent for its success on 
stabilized production of bituminous 
coal, insures a prosperous year ahead 
for the bituminous industry. With 
mine prices stabilized and a larger 
production assured, bituminous coal 
can be definitely placed among the 
more prosperous industries for 1941. 
—ANprew T. Murpny, Editor, T/: 
Black Diamond. 


Ai the POWER SHOW-Did you notice 


PHILADELPHIA GEAR WORKS 


After the show is over is a good time to 
review in the minds of visitors what they 
saw. That is what Philadelphia Gear Works 
does in this page featuring the use of its 
Limitorque valve control in five exhibits at 
recent Power Show. The account is handled 
by R. E. Lovekin Corporation, Philadelphia 


Finances Plentiful in 
Telephone Industry 


@ THE telephone industry found 
constant expansion necessary during 
1940 and with last quarter figures 
analyzed will have the largest and 
most profitable year in history during 
1941. With new phones in use av- 
eraging a gain of approximately 100,- 
000 per month during most of 1940, 
the necessities of defense requirements 
will make these figures much larger 
during 1941. 

Merchandising to the telephone in- 
dustry has been unusually productive. 
Finance money available to telephone 
companies is plentiful and much re- 
funding and rehabilitation of plants 
is taking place—Ray W. Smirn, Ed- 


itor, Telephone Engineer. 


Industrial Shows Due 
For Big Increase in 1941 


Industrial shows are due for a big in 


creased stimulus during 1941, according 
to the Exhibitors’ Advisory Council and 
the Association of Exhibit Managers. The 
committee at its recent meeting further 
indicated that the combinat! 
advertising of industrial journals, and the 


of the visual 


personal contact offered by trade expo 
sitions will combine to secure the greatest 
results for industrial companies, and that 
active advertising campaigns carried on 
throughout the year will build up to the 
meetings of buyers, products, and prod 


’ 


uct represe! tatives at industrial shows 
With the stress f national defense, the 
committee pointed ut, many replace 


ty > | 
ments, permitting pres nt machines to hil 
j 


greatly increasec 
nanutacturing 


' 
other needs, will result 
turnovers by companies 
and distributing those parts. The coming 
together of buyer, product and manuta 
turer will bring about increased action 1 
, ce ial j 


filling manufacturing eeds during the 


current year 


; 


In a survey oO major 


was found that while buyers at trade shows 


anutacturers, 


were slightly less than anticipated in 1940, 
the number of interested buyers was 1 
higher proportion than in prevous years 
Manufacturers reported they would con 
tinue, and in most cases increase space 
tracts previously given tor 1941 


4 4 


Hawkins Switches to Hammond 
R. D. Hawkins, tormerly advertisit g 


manager, The Service Caster @ Truck 
Company, Albion, Mich., has been ay 
pointed advertising manager, Hammond 
Machinery Builders, In Kalamazor 
Mich., manufacturers of printing equip 
ment and industrial grinding, polishing 
and bufhing machinery 


Wadman Takes Full 
Charge of NBPA 


Rex W Wadman, Die sel Progre ‘Ss 
New York, president of the National 
Business Papers’ Association, has assumed 
full administrative duties of the Associa 
tion following the resignation of Frederick 
S. Sly as administrator 
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ERING CATALOG 


NEW YORK, N. Y. 


TES 


ROM very small beginnings Norwich Pharmacal 
tii has assumed a position of major 
importance as a source of supply of extracts, 
ointments, pills and other standard pharmaceutical 
products as well as several nationally - advertised 
specialties. 


In this industry where standards of purity and 





® A program of complete 


modernization, extended 
over several years, without 
interruption in the produc- 
tion of more than 400 dif- 
ferent products, has been the 
problem faced and solved 


at Norwich Pharmacal. 


uniformity are exacting, and competition keen, new 
equipment problems are constantly arising. 

For a quarter-century CHEMICAL ENGINEERING 
CATALOG has been serving Norwich engineers, 
chemists and executives by making constantly 
available accurate and up-to-date information on 


equipment, materials and supplies. 


One of their highest plant officials says: ; 


“We have found it invaluable not only as a Catalog giving detailed information 


as to various makes of equipment; but also as an excellent source of ideas 


when we are confronted with new problems. 


“This is especially true at such a time as the present when we are in the midst 
of a complete modernization program involving the investigation and testing 
of numerous new processes, machines and materials; and having as its 


objective every possible improvement in the quality and appearance of 


our products.” 


42nd STREET ° 











Editorial » » 


» 





Industry and 
Defense Production 


@ THERE IS no question but that the public 
in general fully approves the preparedness pro- 
gram of this country and is greatly concerned 
with its progress. It is, however, at a disadvan- 
tage to know just what are the facts in regard 
to its progress because of many conflicting state- 
ments about the matter which are published in 
the press. The danger would seem to be that as 
a result of this political bickering, industry may 
suffer in prestige with the public. Thus, the 
time is opportune for a little educational work 
or public relations activity which might fit 
nicely into the advertising department. 

Along these lines, The Goodyear Tire & Rub- 
ber Company now has on tour an exhibit show- 
ing the products the company is now making 
as parts of equipment for the army and navy 
ranging from bullet-seal tubes for automobile 
tires to barrage balloons with cable nets for de- 
fense use. In connection with the exhibit a 
sound movie, “Goodyear Shoulders Arms,” is 
shown reviewing the war and depicting condi- 
tions in England, against which to illustrate cur- 
rent defense needs of the nation and to urge 
speed in industrial America. 

Goodyear feels this type of educational work 
is important enough to warrant the time of some 
of its top executives to accompany the exhibit 
and talk to guests personally. In Chicago, P. W. 
Litchfield, chairman of the board, explained to 
visitors that the display was designed to give the 
public tangible and reassuring evidence of Amer- 
ican industry’s capacity and versatility in the 
defense emergency. 

“If democracy is to survive,” he asserted, “‘it 
will be because the unity which is required of 
us springs from our individual hearts and minds; 
springs from the love of freedom which is our 
American heritage. 

“We must give all aid to heroic Britain. We 
must prepare in every way for our own defense. 

“More than anything else today, I want to 
encourage the spirit of unity and team work 
within the various branches of the Goodyear 
organization. And that, gentlemen, is the real 
reason for our presence here today ... to further 
cement the ties of understanding and mutual 
confidence which holds us together as an out- 
standing American business enterprise.” 

Industry must get its story over to the public. 
Perhaps Goodyear has shown the way. 
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Codperation with 

Editors on Publicity 
@ THOSE who have been successful in gaining 
unusual amounts of space in the editorial col- 
umns of business papers featuring their com- 
pany’s products or its activities have learned that 
the key to the problem is unselfish coéperation 
with the editors. Those who ask for publicity to 
satisfy their own desires and then refuse to work 
with the editor on special material he wants are 
among those who find it difficult to get the pub- 
licity needed for their promotional programs. 





Publicity is a mutual problem. The advertis- 
ing manager wants it to help promote the ac- 
ceptance of his product; the editor wants it to 
keep his readers informed of the latest develop- 
ments in the field of equipment, supplies, and 
services to help solve their operating problems. 
Thus, through mutual coéperation publicity can 
be a help to both. 

But the advertiser must realize that to be de- 
sirable from the editorial viewpoint, publicity 
material must be newsworthy. And above all, 
the advertiser must be willing to give the editor 
what he wants at times when he senses a story 
which he would like to present to his readers, 
and not hide behind the “policy” screen. Work 
with the editors and they will work with you. 


Court's View of 
Advertising Intentions 


@ ADVERTISERS watching reports from the 
Federal Trade Commission dealing with adver- 
tising can readily see the advisability of watching 
their P’s and Q’s in phrasing copy. For instance, 
when attorneys for General Motors Acceptance 
Corporation told Justice August N. Hand of the 
U. §. Court of Appeals that their client had no 
intention to mislead in advertising its six per cent 
finance plan, and that only the careless or in- 
competent could be misled, the Justice promptly 
replied: . if the Commission having discre- 
tion to deal with these matters thinks it best to 
insist upon a form of advertising clear enough 
so that, in the words of the prophet Isaiah, ‘way- 
faring men, though fools, shall not err therein,’ 
it is not for the courts to revise their judg- 
ment... 

The Supreme Court denied an appeal from 
the order to cease and desist from further use 
of the term “six per cent” in advertising GMAC 
finance plans. 
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his group constitutes the Jury of Awards for "Industrial Marketing's" Fourth Annual Competition for Editorial Awards for business papers 





ANNOUNCING THE 






Fourth Aunual Competition {or 
Editorial Hwards 


@ FOR THE fourth consecutive year, 
INDUSTRIAL MARKETING announces its 
Annual Competition for Awards for 
Editorial Achievement by business pa- 
per editors. The competition was es- 
tablished in 1938 as a means of en- 
couragement to business paper editors 
ind to provide public recognition of 
the outstanding work being done by 
them, principally of an extra-service 
nature. 

Awards will be made this year in 
five classifications as follows: 

1. For the best series of articles or 
editorials, or general editorial cam- 
paign around a definite objective run- 
ning through a series of issues. 

2. For the best single article or 
editorial pertinent to the advancement 
and welfare of the field served by the 
publication. This may be a technical 
irticle or an editorial treating a prob- 
lem confronting the industry and sug- 
gesting a solution. 

3. For the best illustrative treat- 
ment of editorial material in general. 
Recognition also will be given for out- 
standing work in the way of telling a 
story principally with pictures and 
short captions. 

4. For the best published research 
initiated by the publication on a 
major problem in the industry served 


by the publication. This may be in 


t 


the nature of investigation and devel- 


opment of data concerning improved 
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technical practice, economic Or mar- 
keting problems, or industry or public 
relations. The idea here is to recognize 
leadership exhibited by business papers 
in the interest of the fields they serve. 

5. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. <A_ special 
award will be given for the most out- 
standing example of typographical ex- 
cellence maintained during the year, 
thus giving recognition to the publica- 
tion which is improving by refinement 
an established high standard of design. 

One First Award and two Awards 
of Merit will be given under each clas- 


Material 


competition must have appeared with- 


sification. entered in the 
in the twelve months preceding Aug. 
1, 1941, closing date of the contest— 
this includes issues from August, 1940, 
to July, 1941, inclusive. 

INDUSTRIAL MARKETING is proud to 
present for the fourth time a Jury of 
Awards which it considers especially 
qualified for the task of selecting the 
most outstanding material from the 
great mass of entries annually made in 
this competition. The jury comprises 
two advertising managers, two adver- 
tising agency executives, and an emi- 
nent industrial designer and authority 
on design and layout in the graphic 


arts: Robert L. Gibson, assistant to 


manager, publicity department, Gen 
eral Electric Company, Schenectady, 
N. Y.; Charles McDonough, advertis- 
ing manager, Combustion Engineering 
Company, Inc., New York, and past 
president, National Industrial Adver 
Meulendyke, 


vice-president, Marschalk and Pratt, 


tisers Association; S. L. 


Inc., New York; Louise Dykes, space 
buyer, trade and technical department, 
J. Walter Thompson Company, New 
York; and Walter Dorwin Teague, in 
dustrial designer, New York. 

Announcement of the awards and 
presentation of the trophies will be 
made at the Toronto Conference of 
the National Industrial Advertisers 
Association, to be held the latter part 
of September. 

The competition is open to editors 
of all business papers published in the 
United States and Canada; there are 
no restrictions as to types of publica- 
tions or their group afhliations. No 
entry blanks are required. Aside from 
the time limitations of entries, there 
is only one important regulation to be 
observed—that is, all entries must be 
accompanied by a statement of objec 
tive and eV idence of results or reaction 
to the material submitted. 

Entries and correspondence regard- 
ing the competition should be ad 
dressed to Contest Secretary, INDUs 
rRIAL MARKETING, 100 East Ohio St., 
Chicago. 
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Industrial Advertis 
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In his letter commenting on the twenty-fifth 
anniversary of Industrial Marketing, to be 
celebrated next month, W. E. Robinson, pro- 
motion manager of Machinery, which has been 
serving the metal working field with great suc- 
cess for nearly half a century, paints a picture 
we like: that of a forum where all interested in 


industrial advertising and mar- 


ing the industrial advertiser, and provide one 
of the too few forums where both buyers and 


sellers of advertising space can get together. 


“Because of this close shoulder-to-shoulder 
work with the people in the field it serves, we 
believe Industrial Marketing’s editorial content 

gives its advertising sections spe- 





keting—advertisers, agencies and 


cial value. It is because of this 


publishers—can get together to No. 8 in series of that we are consistent users of 
discuss the problems and progress advertisements based advertising space.” 


of the whole field. 


That tells the story of the 25-year sary celebration of 
Marketing 
about as well as anything could; in March. 1941. 





record of Industrial Marketing 


for in providing a common meet- | 


on the 25th anniver- 


Industrial 


Working shoulder to shoulder— 
that tells the story of the intimate 
relationship among all of the 
factors in the field made possible 





through the magazine, and it ex- 





ing ground for all interested in 

better methods of industrial selling, distribu- 
tion, research and advertising, Industrial Mar- 
keting has rendered a basic and needed service, 
the value of which has been recognized and 
appreciated in a heart-warming way which has 
fully rewarded all of those concerned with the 


publication of the magazine. 


“The editorial contents of Industrial Market- 
ing.” Mr. Robinson continues. “‘reflect a thor- 


ough understanding of the problems confront- 


plains the kind of editorial job 
Mr. Robinson comments on so enthusiastically. 
Here is no remote, academic type of editing, 
where the editor sits in an ivory tower and imag- 
ines the kind of world industrial advertisers live 
in; but it is a down-to-earth, man-to-man sort of 
job which keeps readers and editors close 


together. 


Thanks, Machinery, for emphasizing that kind 
of editorial service! It has given us both an 


indispensable publishing function. 

















NORMAL PROGRAMS NEEDED 
With regard to 


the method in which idvertising can 


To tHe Eprror: 
be helpful to sales in maintaining nor 
mal market relations and in holding 
normal markets for the future, it 1s 
our belief that through the use of 
normal appropriations devoted, pet 
haps, in large proportion to institu 
tional advertising, prestige and cus 
tomer acceptance can be maintained 
throughout an abnormal period, and 
usual marketing outlets kept avail 


ible and open tor ftuture needs. 


It is our viewpoint that there is 


no more justiNcation tor abnormal 


than for 


subnormal appropriations 
during a period of the type we are 
tacing, but that a proper balance of 
idvertising expense to that which is 
used under normal marketing condi 
ons should be maintained. 
H. P. ScHuLrz, 
Sales Manager, Republic Rubbe 
Division, Lee Rubber and Tire 


Corporation Youngstown, O. 


vyveey’ 
RADICAL CHANGES UNSOUND 
To tHe Eprror: In my opinion 


the best job that the advertising de 
partment can do under present con 


t 


ditions § to remain ibsolutely Sane 


ind do a normal job ot idvertising 
to the trade 


Advertis 


proposition and its full value depends 


hy 


ne ws such a long range 


so much upon accumulated effect that 
we are very much of the opinion that 
radical changes in advertising policy 
to supposedly meet temporary busi 
ness ind marketing conditions is a 
very unsound policy in the type of 
business such as ours. 

Perhaps in a retail business or a mail 
order business the condition would be 
ust the reverse 

We believe it is more important 
than ever with business conditions as 
ictive as they ire to do the best in 
udvertising job that is pos 


dustrial 
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sible and do it within the bounds of 


normal percentage costs. 

In other words we are not at all 
so'd that because industrial business is 
very much exaggerated at the present 
time and because of the tax situa- 
tion it may be argued that advertising 
only costs sixty cents for a dollar’s 
worth that the right thing to do is 
to break forth in an unusual effort 
ind try to immediately adjust adver- 
tising to the tempo of the day. 

We rather like to look at advertis- 
ing as a long-term investment to be 
idhered to in a very normal way 
through the ups and downs of the 
business cycle. 

Ropert D. Biack, 

Vice-President and Sales Manager, 

The Black & Dec ker Mfg 


Company, Towson, Md. 
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SOME BIG INCREASES 

To tHE Eprror: Of our twenty- 
three industrial accounts, not one will 
spend less than was appropriated for 
1940. 


their appropriations by 


Seven have definitely increased 
twenty-five 
per cent to better than one hundred 
per cent over last year. It is inter- 
esting to note that three of these are 
tool manufacturers who are abso- 
lutely swamped with business right 
now In each of these cases, we are 
recommending a program designed to 
build prestige for the future rather 
than to produce immediate inquiries 
ind sales. 

As an example, one of the com- 
panies has pioneered a number of un- 
usual processes which are familiar to 
only a fair percentage of readers of 
the machinery papers. Our Copy for 
1941 is to be built around this com- 
pany’s “firsts.” While not strictly in- 
stitutional, neither is it being written 
in a style that we would term strong 
selling copy. 


In several other instances, we are 


going right along as usual to promote 
the sale of products which won’t be 
delivered for several months after or- 
ders are received. It is the contention 
of several of our clients that prac- 
tically all manufacturers no longer 
expect immediate delivery and that 
advertising and sales should proceed 
along normal lines with shipments be- 
ing made when possible. Unless they 
happen to be getting six months or 
more behind on orders, we, too, feel 
that this is the best policy to follow. 
CHar.es M. Gray, 
Charles M. Gray and Associates, 
Advertising, Detroit. 
-~ ©. «OF 

MORE HELP FOR DEALERS 
To tHe Eprror: Our advertising 
plans for 1941 will not be much dif- 
ferent from those of 1940, except 
that we plan to put more emphasis on 
winning dealer good will through of- 
fering more codperation in the way 
of direct mail campaign literature, 


displays, identification signs, etc. 

Our business increased about twenty 
per cent in 1940 and we expect an- 
other ten per cent increase in 1941. 
Our heavy equipment lines are par 
ticularly promising due to increased 
industrial activity all over the coun- 
try. 

Our budget during 1941 will be 
increased by about ten per cent. Our 
appropriation remains entirely stable 
regardless of whether business in 
creases a good deal or decreases, sO 
we rarely go up or down more than 
ten per cent in any one year. 

J. W. CHRISTENSEN, 

Advertising Manager, Hamilton 

Mfg. Company, Two Rivers, Wis. 
vey 
NO DEFENSE FANFARE 

To THE Eprror: We have no radi 
cal changes in our plans for 1941, ex 
cept that we will probably have more 
of the “Tell All” type of advertising 
than we have had in the past. The 
reason for this is that we have found 
it exceptionally effective. Our circu 
lars and catalogs are being devised 
with the same idea in mind so that 
they will be as nearly perfect a pur 
chasing sheet as it is possible for us 
to make them. 

Probably one unique feature of our 
advertising will be that the words “de- 
fense,” “blitzkrieg,” “fifth column,” 
will not appear, nor are we trying to 
convey the idea that our products can 
save the nation and, therefore, civili 


zation. We are telling our salesmen 
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| THE FTC says— 
“NO!TYOU CAN’T SAY THAT” 


re ‘ 

Thus, has the FTC lashed out at many advertisers. 
Restriction and criticism on copy has become so 
prevalent that advertisers and agencies are seeking 
legal advice on copy 


a 

SO . a we ve published this book to show 
you what restrictions are being placed on advertis- 
ing. You'll see how the “hush” was placed on those 
advertisers supposedly using extravagant copy 


claims. You'll find out what steps the government 





is taking to protect the innocent buyer from the 


wiles of the “city slicker” copywriter, 


It will give you the high-lizhts of court decisions 
on plagiarized ideas. It will show you how your 
ideas can be “lifted” and used by a competing 
company .. . and it will tell you the kind of 
ideas and coined words that are the exclusive 
property of the company that originally used 
them. The articles on “Ideas—-How They CAN 
and CANNOT Be Protected.” by Dr. Harry 
Hibschman, will be of the utmost interest to 


you. Dr. Hibschman also points out how to 












avoid suits for the invasion of privacy and 
how to protect your company on the use of 


photographs, trademarks and trade names. 


Protect yourself and your company by mak- 


Gwnse 





ing this book part of your working library. 
It is yours, without charge, in connection 
with a $2 yearly subscription to ADVER- 
TISING AGE-—The National Newspaper 


of Advertising. 


E, Chicago 
lished bY ADVERTISING AG 
Publis 

















— RRR nai alta ati ran tae ia ii ai iA aa 7 
| ADVERTISING AGE, | 
| 100 E. Ohio St., Chicago 
; Send me a copy of "LEGAL DON'TS FOR ADVERTISERS," and enter my sub- 

MAIL TODAY! | scription to ADVERTISING AGE for one year ($2) : or two years ($3) | 
THE SUPPLY | | enclose my check in full payment ; or send me a bill | 
EXTREMEL Y Name.... | , : . Title | 
Address . ! 

City and State.... | 
Sonali ea ica 
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TRUCKS 


AND COMMERCIAL CARS 





Ford Motor Company specializes its business paper copy by the simple method of inserting 
standardized illustrations showing a type of truck suitable for the market addressed. The 
page at the left appeared in “The National Provisioner,” the one on the right in 
Commercial Car Journal.” The copy is fundamental and appropriate for either field 


that our products can do some jobs 
better than other devices and thus re- 
lease valuable time and money for the 
users. In our advertising we are try- 
ing to describe the product and tie it 
in with large users to substantiate 
salesmen’s and circulars’ statements. 

I feel that the catalog type of copy, 
backed up by “case histories” and full 
engineering data, even with prices, is 
the type of publicity that will get a 
product in use, even though the ad 
vertisement may not take any prizes. 

PRESIDENT. 
v v v 

CAUTION NEEDED 

To tHe Eprror: When a reader of 
industrial advertising reads a convinc- 
ing advertisement in an_ industrial 
magazine what protection has he 
igainst glib talking but untruthful 
idvertisers who will deceive him into 
buying and let him down when prod 


uct i8 in services 


We used to work hard on Truth in 
Advertising—but apparently we have 
forgotten this viewpoint in recent 
vears because of high character of 
most advertising managers and of all 
media Yet you know that govern 
ment 1s itching to take a shot at ad 
vertising to step in and make rules 

ind if industrial advertisers do not 
watch out they may be the first, for 
they are asking for it as some straight 
out and out decept ve idvertising is 


being run by large nd prominent 


companies 


()t course we can stop it through 
the Federal Trade Commission, but 
t industry desires to operate without 
ncreasing government interference we 
had better keep our own house clean 


1 
ind not appeal to the government to 


§2 


keep us from breaking ethical and 
moral laws and taking innocent— 
truly innocent—magazines and read- 
ers into camp through deception. That 
this’ deceptive advertising brings in 
the bacon does not justify what they 
do. We are, actually, in need now of 
setting up in our NIAA some watch 
dogs armed with plenty of teeth to 
prevent dishonest advertising being 
run by any advertisers—regardless of 
how large or successful 
J. R. Hopkins, 
J. R. Hopkins, Advertising, 
Chicago. 
veyvwy 


VALUE OF HOUSE MAGAZINES 

To tHe Eprror: Surely something 
is basically w rong with current meth- 
ods of distributing printed matter! 
The man whose business calling card 
is attached to a mailing piece never 
gets to see the thing he is sending out, 
and the man to whom it is addressed 
never personally receives it. 

We have had occasion to carefully 
check the results of forwarding sam- 
ple copies of “The Carbuilder,” which 
is primarily an internal magazine, to 
a short list of railroad executives. The 
sales representative who calls on each 
addressee was wheedled out of enough 
personal calling cards to cover his list. 
The railroad official to whom one of 
these magazines was addressed has an 
efhcient secretary w ho will not trouble 
him with printed matter irrelevant to 
a problem at hand. Consequently, he 
has never received the carefully carded 
copy at his ofhce. 

He is, however, on another mailing 
list of ours on which his home address 
is listed. Copies of the magazine reg- 


ularly directed to his home without 


the so-called personalized card are read 
with interest. 

Hasn’t this situation been discov- 
ered before? Doesn’t it give someone 
an idea for revising mailing list ad- 
dresses? And above all, isn’t it a 
swell reason for promotion in maga- 
zine form? 

PauL ACKERMAN, 
Pullman-Standard Car Mfg. Company, 
Chicago 
vy v 
THE WRONG WORD 

To tHE Eprror: Well, the day is 
complete. We can sit back in our 
collective chairs, thumbs in vests, and 
with satisfied smirks on our faces! 
Someone has seen one of our advertise- 


ments and has commented on it! 


I refer, of course, to the item in 
the “O. K. As Inserted” section of 
the January INDUsTRIAL MARKETING 
about our advertisement as having a 
printing press “halftone inside an 
easel shape.” You of course mean a 
palette shape. 

Not only did we put a lithograph 
press inside of this palette shape, but 
we also put the entire plant inside 
the same shape. Then, recently, we 
carried along the same theme and 
showed a palette in full color with 
creative displays streaming forth 
therefrom. 

I am sending along some proofs 
as an item of interest, and want to 
express my satisfaction at seeing The 
Copy Chasers’ comments in your out- 
standing publication. 

M. D. PeNNey, 

Sales Promotion Manager, The 

Forbes Lithograph Mfg. Company, 


Boston. 


Knox Issues Guide 
To Copy Fitting 


“A Guide to Copy Fitting,” for use 
n solving the various problems that arise 
when typewritten copy must be fitted into 
type layouts for any kind of printed 
matter, has been issued by Frank M 
Knox Company, Inc., New York, as a 
section of the “Knox Standard Guide 
Planned Printing.” 

The central table ir the Guide lists 


8/0 type taces, covering Dot! hand and 


ichine set, and shows exactly how many 


characters of each face can be set in on 
square inch. It covers all type sizes ft 
six to eighteen point, set solid as well as 
with various spacings 

Other tables show the number ol 
characters of typewritten copy, the nu! 
per t square inches ot COpy ifT@a, al J 
the space t ne ill wed ( ill sizes 
display lines. Provision has been made 11 
the Guide for indicating which type faces 
each printer or compositor has on 1and, 
so that no time or money will be lost 


by specifying those not availal 
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4 DVERTISING VOLUME FOR DECEMBER ISSUES OF INDUSTRIAL. TRADE AND CLASS 
PAPERS, AND TOTALS FOR 1940 AND 1939 






























: Decembe Y ear, National Petroleum New (w).- 76 97 1.027 1,146 
Industrial Group Pages Pages National Provisioner (W arr 73 102 1,246 1,225 
1940 1939 1940 1939 Oil &@ Gas Journal (w) (9x12). 315 345 3,154 3,263 
emt. panasusesssens®s 110 82 1,350 1,080 Oil Weekly (W)--- e040 -.e «(167 137 2,206 2,185 
( ‘oning & Refrigeration The Paper lt justry and Papet 
N\ (w) CLIY2x16).----: 30) 24 440) 38) Wlethd ccccccoseeesee? sa 68 60 741 165 
Ar Builder & Building Age 49 46 930 843 The Papet Mill (w).---: ae 80) 75 1,006 894 
y Machinist (biew).-++> 248 194 3,304 2,766 Pape Trade Jo inal (W).-s+e> 97 87 1,440 1,284 
Architect ral Forum..+++*s°"3° 59 57 970 887 Pencil Points..--+++50'*" sarees 35 35 661 565 
Architect ral Record..-++-++**" 46 50 689 685 Petroleum Engineer.---+++*: 65 67 1.014 958 
A tive Industries (bi-w).-- 88 78 1,103 9389 Pit & Quarry..--- ae a 56 40 680 633 
Dee sessxonessescsss**** 105 77 1,043 749 Didi aavcavaccanasnese™s*** 332 278 «2,134 = 1,938 
Bakers’ Helper (¢. 0 ™ Yrcceee 93 85 61,401 ~=1,306 Power Plant Engineering~.---> 88 72 890 851 
Brick & Clay Record...-+++*° , 19 17 262 236 Practical Builder (10Yyx15).--- 7 131 115 
Bus Transportation. --++ss** "°° 61 60 96? 928 Printing «.-csssssstsorse ee 37 24 488 487 
ndustry.--+++*° tenes 32 40 441 477 Product Engineering.----9 55°" 107 90 1,244 1,005 
€? Metallurg. il Engi Products Finishing (4) 9x6! a)+ 32 29 395 305 
ed ccuseooeese® ea 131 103 1,871 1.756 Purchasing. «---**°°"" °°" 61 19 837 494 
Engineer weeee ; 20 15 247 231 Railway Age (W)--.-2777° °°" * 162 176 2,131 1,834 
Re, cae eu ea ene ss eS ; 92 93 952 796 Railway Purchases & Stores..-- 37 33 588 532 
t Methods (832%! 2) 62 5 85 757 Refiner ©& Natural Gasoline 
cain mend a eee ares ores 94 gg «1,182~—«i1,,139 Manufacturer .---+see0""**" 94 85 1,142 996 
D l Powel be Diesel Trat pol Roads &9 GereetS. co eseseeeee%?® 41 37 642 553 
ak 34 5 504 495 Southern Power © Industry. .- 69 4] 628 466 
) Progress (81x11) 31 34 385 344 Seoel (w)..cerssseee*e"**** 240 158 2.848 2,315 
Light & Power..----+-° 45 45 689 635 Telephone Engineer..--++++**°° 24 23 332 325 
cal Contracting--++-**° 49 34 767 617 Telephony (wW)-----s7777° °°" 65 69 852 854 
ical South. .-+++++: ies : 14 11 290 273 Textile W eT reer re La can 92 76 1,299 1,170 
erical West. --seeee*°°°* .s 38 35 502 434 W ater Works & Sewerage.---- 31 25 481 445 
trical W: rid (w).--- eee) «61 AU 162 1.993 1,807 Water Works Engineering (bi-w) 51 45 687 726 
‘neering & Mining Journal. . 75 71 959 907 Welding Engineer.---.:-*°**" 23 18 251 63 
yprineering News-Record (w)..- 145 137 2,150 2,058 Western Construction News.-+> 51 50 724 780 
Management & Maint Wood Worker epee ware ® 46 44 506 475 
att «scaevoeoseeeeee" ae Fe g4 1,934 1,445 W ood-Working Machinery 
| Industries..+++**° eT 72 73 830 764 (4! 5x6! 2) ae ae ee a eee 42 52 659 657 
ae Te a eee ene eee ee eS 24 26 417 426 ee A 
( Age (biw)--- +0057" 44 60 774 726 TOTAL ccoceccsecerseser® 6.887 6,148 56,¥ 3 77,655 


Heating, Piping & Air Condi- Trade Group 


mae 4 9 
tioning . 52 m4 “ry pd American Artison 50 41 764 676 
































Heating & Ventilating Magazine 16 20 314 346 

litchcock’s Machine Tool Blue American Druggist.---+++5**" 44 30 1,001 : 01 
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MHELD ARCee 


Here are a few pages taken from an unusual presentation prepared by The Lincoln Electric 
Company and sent to all of its salesmen to give them the thought in back of its cur- 
rent “Alter Ego" campaign now running in business papers. The technique is intriguing 
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Sales Training 


the book first, or at least run through 
t, and then think they know ir all, 
the fact remains that the arrival of 
each subsequent lesson helps to im- 
press upon each man’s mind another 
point or two. And W“ hen he knows he 
must sit down some evening and 
write out his answers to ten test ques- 
tions, he is made aware of some of the 
study points for the ¢hird time. Thus, 
in this succession of three different 
ittacks upon the same objective, the 
chances are highly in favor of the 
salesman reading the material at least 
once or twice 

Another desirable reason for having 
the book in the salesman’s hands, is 


that it enables the sales manager or 


58 


the president to tie up an occasional 
specific point in a letter with the 
chapter of the book referring to it. 
Thus, if he writes a salesman about 
getting some new prospects on his list, 
or about putting a little more effort 
behind the quality items in the line, 
or about building up his personal 
friendships in the territory he may 
at the same time suggest that the sales- 
man read the corresponding chapter 


in the book. 


Still another advantage in having a 
book is that when each lesson is fin- 
ished—and when the entire course is 
finished—the salesman has the whole 
thing complete in a bound volume, 
rather than worrying about keeping 
his individual lessons for future ref- 
erence. If preferred, of course, the 
book might be awarded at the end of 
the course instead of the beginning, as 
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an additional prize, or as sort of a di- 
ploma. 

Possibly, criticism might be directed 
at the seemingly superfluous expense 
of copying, mimeographing, and mail- 
ing each separate chapter-lesson. One 
might say: “Why not merely refer 
to the next chapter in the book and 
let the salesman answer the questions 
from that?” The reply is obvious. 
In the first place, a traveling salesman 
cannot (and will not) be bothered 
carrying an extra book around with 
him. He probably has plenty of ma- 
terial to carry as it is. In the second 
place, with the current lesson on these 
convenient letter-size sheets, he can 
stick them in his coat pocket and pick 
them out to look over while waiting 
here and there. In the third place, 
having only one chapter on hand at 
a time makes the task seem less for- 
bidding. And in the fourth place, it 
is the second in a series of three suc- 
cessive attacks that helps along the 
probability that, no matter how lax 
or careless the salesman may be, he 
will be forced, by the weight of repe 
tition, to look over the material at 
least once, possibly twice, and in a few 


rare cases even three times! 
Conclusion 


Multiply this type and size manu 
facturer by several thousand, and we 
get some idea of how many executives 
are wondering what they can do to 
step up the abilities of their salesmen, 
at a cost commensurate with the mod 
est size of the business. 

It is interesting to note that a sales 
training program as outlined above, 
can easily be developed by any sales 
manager and his assistant and carried 
on effectively for the total cost of less 
than one dollar per month per man! 

While this is not the last word in 
a specialized sales training course, it 
is a practical course that will certainly 
do a vast amount of good work wit! 
the men in the field. Some salesme: 
will like it and some will damn it 
Some men will codperate and som« 
will not. But it will give all men 
something constructive to thin! 
about; and it is even likely that 
will leave with each man at least ov 
workable, usable idea per lesson. Trans 
lated into activity and into everyda 
service-ability, this should return 
splendid profit in good will, go 
work, and good business. 

What more can a sales manager as 
of any good idea on a decidedly mo 


est investment? 












et adol 




















ee 





How to Advertise to Executives... 





Raw Materials, Machinery, Business Equip- 


ment, Building Equipment, Automobiles, Banking, Insurance 


How to Advertise to Executives 


The best way to start this depart- 
ment is to repeat a story made famous 
by Kenneth Goode. It’s about a boy 
who got a new job one day and 
told the-fair-young-lady-of -his-choos- 
ing about it that evening. It goes 
something like this 

“Honey, I got a swell new job to- 
day,” says our young hero. 

“Gee, dear, that’s marvelous. What 
s it?” replies the F-Y-L-O-H-C. 

“Why, I’m a letter reader,” an- 
swers the boy proudly. 

“A letter reader?” puzzles the gal. 
I’ve heard of a letter writer—what’s 
1 letter reader?” 

“It’s a very important job,” comes 
back the boy, “I have to read every 


letter our firm sends out. The _ boss 





says if I understand *em—then any- 
body can.” 


And ther you have th secret of 


j 
ddvertising to executives. 


We cast no asparagus. We don’t 


mean executives are stupid. No, sir. 


Most of them are just busy, lonesome 


guys, shoved away by themselves in a 


large office with nobody to talk to, 


ind plenty on their minds. Especially 
Today. But don’t let the starched col- 
irs fool you (if you can find many 


tarched collars these days) because 


these boys are very much human be- 


igs. Ponder this one bit of proof. 
Says Kop pers ( om pan) In a page in 
1 executive medium, ““We’ve added a 
oupon to this advertisement. Here’s 
hy: We found that Executives DO 
nd coupons.” Text tells about a 
evious page headed, “Everyone says 
usiness executives don’t send coupons 
but they do send route slips.” 
see IM, May, °40, p. 14.) Well, 


upons for no less than 35,000 of 


NDUSTRIAL MARKETING, February, 1941 


Aege-weeeecr soe GEEMLE 





LIGHT 15 RIGHT WITH BEETLE OVERHEAD 





SETTLE BUTTONS BETTER! 
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the folders listed in that ad were re- 
ceived from presidents, vice-presi- 
dents, general managers, etc., who 
clipped them from industrial, trade, 
and executive magazines. So there you 
are: 

We say in selling to executives, it’s 
safer to keep your story simple. Top 
men are busy today, and under great 
pressure. Responsibilities overlap — 
there are many committees—govern- 
ment work—and what not. A typical 
executive is concerned with many 
things. Things like 


RAW MATERIALS—Those which 


he now uses, and those which he 
might use for product improvement, 
or to lower material costs. On that 
basis a four-color spread over the sig- 
nature of the Alliance Oil Cor pora- 
tion might be a good starting point. 
Layout, pretty gal, and color should 
check any man’s reading. Heading, 
“Crude Oil . . . to Cosmetics!” That’s 
interest-arousing enough. Copy, how- 
ever, is not too specific, merely identi- 
fying Alliance as a supplier of oils for 
manufacturers’ individual _ require- 
ments. Maybe that’s’ all Alliance 
wanted to do. . . and maybe they got 
plenty of inquiries from this ad, but 
we still feel there’s a lot more they 
could have told that would have been 
helpful to some men who need help. 
(See p. 26.) 

We'll stick out our pretty little 
necks and say the single best way to 
sell raw materials is to show how 
people are using them successfully. 
That’s why we like a recent Ameri 
can Cyanamid (Beetle Products Divi 
sion) two-thirds page, “Prize-winner 
in BEETLE.” It illustrates three prize- 
winners in the Annual Modern Plas- 
tics Competition —the new Shick 
shaver, a Chase lighting fixture, and 
Beetle buttons—all, obviously, molded 
of Beetle. Lower quarter of ad plugs 
a helpful booklet, “Sales Successes 
with Molded Beetle,” and that’s all 
we need to make “Prize-winner in 
BEETLE” a prize-winner in this de- 
partment. Please pass the plastic 
medal to Joseph J. Boland, Haz- 
ard Advertising 
New York agency. 


Corporation, 


Here’s Goodrich in this group. (All 
right, we'll make it fast.) How any 
executive could miss many of these 


(Continued on Page 65) 















“Do you mean to suggest that each 
ad must tell all there is to tell of the 
entire sales ‘story ... everything 
there is to say about the product ?’’ 


No. unless that happens to be the 
objective of a particular ad. 
\s we say in the last sentence of the third page of 
the LiL ALL” book, reproduced here 
PELL ALL! simply means that each and ever) 
advertisement should be given a specific and suth- 
cient objective, and should tell all that the business- 
minded reader needs to know to enable you to attain 
that objectiwe 
Business papel readers are reading the editorial 
material to get help and information, not recreation. 
lL heretore, many advertisers have found that business 
paper advertising will get more attention if it, Loo, 
offers helptul information. Phey believe that the 
business paper reader wants to Know what each ad iS 
driving at: wants proof of all 
— claims: wants vou to tellall that he 


needs to know in ordet Lo estab- 
lish. in his own mind, the worth of 


what vou offer. 
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You’d Massacre 


THE SALES MANAGER_i| 


if he sent out a salesman without giving him all the up-to- 
the-minute sales facts about your products. You wouldn't 
dream of sending out much direct mail that didn’t contain 
a wealth of useful information presented from the view- 1 
point of the user or retailer of your products. 

But how about your business paper advertising? Does it 

contain the same elements that are necessary to effect a , 
sale? Or are you content to permit your advertising merely & 
to “keep your name before the trade”? 

If you are, don’t blame business papers because your ad- 
vertising doesn't build sales! Don't blame the copywriter 
because orders don’t overflow your desk in each morning's 
mail or because dealers push a competing product. 

From our observation tower here at A.B.P., we have seen 
over and over again that one underlying factor governs the 
success or failure of business paper_advertising. It is this: 
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The advertiser must first analyze his objectives . . . make 
sure that those objectives are right . . . and then tell all 





can 














that the business paper reader must know _befg 
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Dont gweneraliz 


Because Business Papers are 


terms ot the spect 


Read for Information, Not for Fun, pects in special markets 
These TELL ALL principles work: Give the reader some 


Be specific. Sales are 
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; 


reacier mus KT wore fe i “ exNpected to puisi your proctcts 


act, and property at telling him about 


il interests of vour various pros buck twenty, higher than most, if it is. Te n 


idea of prices, or costs! 
companies are built 
rlise product by 


con 


line They buy ‘If it’s Inquiries you want, you can get Un 
right if vou otler something that's real 
to display and ful to the reader and tell him why its uset 
counter, dont stop Don't be afraid of long copy. Make it inl 
your consumer advertising. tive! If it's direct action youre alter, sug it 


cases: talk in Pell him all the reasons why vour produc 


how to display it. Show him how to make 
out of it. Give the reader the same sort ol 
that he gets from the editorial pages of his 


paper. That's the only reason he re rds it! 
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unusual case histories, we don’t know. 
“10-ton spider spins a rubber web” is 
the story of a new kind of rubber 
thread Goodrich developed for elastic 
garments. Here’s imagination, ideas, 


if you don’t 


h 


performance. Well . 








know how we feel about G 
by this time! 

International Nickel is helpful in 
copy like, “More Strength to Meet 
Stress . §0 places in a power shove: 

8§ places in a rock drill . . . 275 
places in a milling machine.” This is 
an ad on Nickel Alloy Steels. It sells 
by telling what the material does for 
its present users. That’s the kind of 
“ABC” simplicity executives like! 

Good human interest headlines never 
hurt anyone in top company either. 
Hercules Powder rates an “A” 


classification. 


in this 
“Foundrymen’ wanted 
smooth complexions” is nice pencil- 
pushing. It heads a page about Tru- 
line Binder, an unusual natural mate- 
rial in powdered form, which, mixed 
with core and molding sand, aids in 
producing better castings. Copy is 
informative without being ponderous, 
closes on a friendly, cooperative, “no- 
obligation” note. 

PRODUCTION MACHINERY— 
Still standing by our theme song, 
“Keep it simple,” the first kind of ad- 
vertising we think of under this group 
is “‘savings stories.’"” And one adver- 
tiser who has banged away on “‘sav- 
ings” is Allis-Chalmers. 


cal—"Saves $3150 a Year by Invest- 


This is typi- 


ing $1250 in Allis-Chalmers Pumps!” 
The story of how “Allis- 
Centrifugal 


The copy? 
Chalmers Pumps Save 
Watah Paper Company a Total of 
$20,000 in Less than Seven Years . 
Cost Nothing for Repairs!” This 
stuff makes a dent. 

“Savings stories” have been an old 
standby of ours for many moons. 
How can ads like Iron Fireman’s, 

$1200 a Month SAVED after IRON 
FIREMAN Replaced Other Stokers in 
All the 


ital facts are given in the text. Clean 


ctor Brewery” be wrong? 
a whistle. And convincing. 

What Allis-Chalmers does so effec- 
vely with sledge-hammer blows, Gen- 


al Electric 


their series of “Problem-Solution- 


does equally -effectiv ely 


esults-Suggestion” pages. You’ve seen 
ese. All-type layouts, very simple, 
thing fancy, with headlines like this, 
low One Company Speedily In- 
cased Production Yet Reduced New 


ulpment Cost by $3900." Good 
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When time means everything 
don't waste it planning your 
building requirements Blaw-Koox 
Industrial Steel Buildings are ready 
for delivery now anything from 
a simple shed to a complete plant at 
a saving. Low installation, mainte- 
nance, insurance costs. Adaptable for 
the present, flexible for the future 
We P pladly cooperate to "tad you mto 
wick production. Write, phone, or wire 
p immediate estimates. 


BLAW-KNOX sretv'suitoines 





BLAW-KNOX DIVISION OF BLAW-KNOX CO., 2055 Farmers Bank Bidg., 
Pitsburgb, Pa. ... Branch Offices: New York, Chicago, Birmingham, Philadelphia 


advertising any day, this is particu- 
larly fine “defense” copy. This hap- 
pens to be the story of how a G-E 
time meter showed a manufacturer 
that he was not using his present 
winding machines full time, thus sav- 
ing him the purchase of four he 
thought he needed for increased pro- 
duction. One new machine did his 
job plus some additional auxiliary 
equipment, and he more than cut his 
new equipment investment in_ half. 
How nicely this ties in with G-E’s 
tag line on these ads, “Let’s Make 
Every Dollar for Defense Produce 
Maximum Results!” 

The G-E story is somewhat synono- 
mous with Reeves Pulley’s, “Get More 
Work from machine tools you alread) 
have—and get it NOW .. . by equip- 
ping with REEVES Variable Speed 
Control.” Timely text enumerates the 
many benefits behind this suggestion, 
with emphasis on present slow deliv- 
A fine 


too, in the form of four ex- 


eries of new machine tools. 
“plus,” 
cellent “Examples” in a box at the 
bottom of ad, telling how others have 
profited with Reeves Speed Control. 
Good! 

Whether Westinghouse sells with 
“Electrical Short Cuts to Faster Pro- 
duction” (which is a page containing 
great little case histories of how West- 
inghouse helped five different manu- 
facturers achieve faster production by 
a better application of electrical equip- 
ment)—or “More Plane Parts Per 
Day” (which tells of a new furnace 
Westinghouse developed to lick a heat- 
treating problem in the fabrication of 
certain SAE steels for airplane parts) 
—they’re still doing a swell job, and 
both advertisements merit praise. Like- 
wise for a fine slogan, “WESTING- 
HOUSE — Time-Saver For American 
Industry.” Was ever time more 


precious? 
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Here’s a few others of note. Twin 
Disc Clutch who lets executives know 
it has 14,000 parts always available 
in the Twin Dise stock room with 
this invitation, “Send us an order for 
14,000 parts.” 
you've got the stock, you tell your 


Again, obviously, if 


buyers, quickly, and directly. And 
credit to Electric Controller Mfg. 
Co. for creating a significant catch- 
phrase, “Woodpecker Welding.” It 1s 
explained in a third-page (if it needs 
any explanation) . . . “the current 
. . like the 
repeated pecks of a woodpecker’s bill.” 
EC&M Weld Timers make this pos- 


sible, and by So doing reduce elec- 


is applied intermittently 


trode-heating and burning, etc. It 
you want to know more you ask for 
Bulletin 1201, and if you want help 
for your own operators you ask for 
Booklet 141. What could be easier? 

BUILDING EQUIPMENT—Here’s 
something else the busy executive has 
to think about. Everything from the 
building, itself, to the equipment that 
makes it come to life—piping, floor- 
ing, heating, lighting, etc. A tall or- 
der! So, under those circumstances, 
assuming you may be worried about 
plant capacity right now—how would 
this little Blaw-Knox ad hit you? 
“BUILDINGS DELIVERED IMME- 
DIATELY 


This is a short, short story 


any size or type you 
need!” 
about prefabricated industrial steel 
buildings, available, but quick, in 
many types. Little reverse cut shows 
three in blueprint outline. Nothing 
to quibble about here. That’s making 
the most of space, we say. So, a big 
hand for using the old bean 
to John Jensen, Al Paul Lefton 
Company, Ine., Philadelphia 
agency. 

If pipe is a problem, and your job 
was municipal management, then Cas/ 
lron Pipe Research Ass’n’s slant, ‘ 
and the funny part was, he didn’t 
know cast iron pipe saved taxes,” 
should certainly stop you. Same goes 
for signature, “CAST IRON PIPE— 
Public Tax Saver Number One.” 

How about construction materials 
such as glass blocks? There’s a great 
story in Pittsburgh Corning Cor pora- 
tion’s, ““Here’s an insulated wall that 
lets in daylight!” Three interesting 
and helpful little photos below main 
illustration carry copy about, “The 
dead air space’—'‘Constant tempera- 
ture is vital’”—and “Maintenance 
costs are lower.” 

Another picture-page, an equally 
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good executive eye-opener, is Arm 


strong ¢ ork’s, “Floors, too, go to sleep 


on the job.” (Illustration of busi 
ness man snoozing in his chair. ) Sub 
head, “Read how smart business men 


ire putting their floors to work” is an 


' 


unbeatable invitation to read on. 

You can’t very well think about 
lighting today without thinking about 
fluorescent And on the safe stand 
that you may not know very much 
ibout this newest form of illumina 
tion, G-E Mazda Lamp publishes a 
very practical page, “What every 
Business Man should know about 
Fluorescent Lighting!"’ No, it doesn’t 
make you an expert im one easy lesson, 
but it does give you the essentials so 
that what your plant manager or elec 
trical superintendent starts talking 
ibout makes sense. And, there again, 
is the starting point of a sale. 

Then there’s this matter of heating 
ind air conditioning. Clarage Fan 
finds one way to be helpful by repro 
ducing a map of its sales engineering 
ofices in a page headed, “Every X 
Marks a Spot W here You Can Get 
EXPERT Help on Air Handling or 
Conditioning Problems.” B. F. Sturt 
vant woos you another way, “Wash 
ington Wins Weather War!” the 
worth while story of how various 
government buildings are air-cond 
tioned by Sturtevant. It registers! 


; 


How about fire? That's a hazard 


most executives have to take into con 


sideration mn one way or nother 
Walter Kidde & Co. have been right 
on the job in this connection. Par 
ticularly colorful are their “Believe 


It-Or-Not-Ripley” type ads, “Strange 
Facts About Fire!” This particular 
one is made up of cartoons ind 
sketches, divided between Kidde prod 
uct stories ind other news stories 
ibout fire. Stories such as “Parachute 
Troops Fight Fire! U. S. Forest Serv 
ice drops ‘smoke jumpers’ to inacces 
sible mountain areas Another para 
chute drops fire fighting tools near 
the flying fireman.” Then they nail 
the whole business together with 
straight-selling copy, “Facts you 


should know about Fire in YOUR 


Plant!” and sign off with a sizable 
coupon which wins the writer 
nner” a booklet, “Don’t PLAY with 
FIRE.” And that all adds up to an 


other winner for the month. Praise 
to Cuyler Stevens, T. J. Ma- 
loney, Inc., New York agency, 
tor distinguished extinguisher 


service 
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Strange Facts about Fire! 
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ind that’s a subject of many rami 
heations. (Sure glad we're just copy 
writers and not executives.) In the 
first place, there’s more insurance 
copy today than there was five years 
igo, but there’s still nowhere near 
enough. Metropolitan, American Mu 
tual, Liberty Mutual, and a few others 
have been mentioned in these pages 
before for conspicuously good work— 
ind, yet, we have a hunch they stand 
out only because so few insurance 
people do any kind of a job. Hartford 
Seam Boiler, one steady advertiser, 
has its “ups and downs”—ads like 
“What did it?” have some news 
strength and selling power, but they 
could be so much, so very much bet- 
ter. Connecticut General does a rather 
quiet, unprofessional looking job; 
nevertheless, its story of “The Pro- 
tected Pay Envelope” sticks. More 
typical of the level for the industry 
is advertising like Hartford Fire (and 
Hartford Accident) which plasters a 
page with a picture of its beautiful 
othce building with this ultra, ultra 
conservative copy underneath it, “The 
many protective services of the Hart- 
ford Fire Insurance Company and the 
Hartford 


Accident and Indemnity 
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Company are available through quali- 
fied Hartford agents and brokers in 
all parts of the United States.” Phew! 
Way down at the bottom of the ad, 
almost as an afterthought or conces- 
sion, there appears in about 8-pt. light 
face this, “Call Western Union for 
the name of the nearest Hartford rep- 
resentative.” It’s really a shame in- 


surance people aren’t progressive 
enough to do something about help- 


ing business executives! 


OFFICE EQUIPMENT — Even it 
you, (Mr. Executive), have an ofhce 
manager, you still do some thinking 
about office equipment, especially ex- 
pensive office equipment—and for 4 
lot of good reasons, the best being 
can’t spend a dollar twice. You don’t 
go out of your way to read this 
variety of advertising, but you can 
be had by the smart (simple) folks. 
So when Burroughs Adding Machin 
flags you, “A practical way to reduce 
ofice costs in 1941,” how can you 
pass it by? Why should you? So 
you put your nose in copy which is 
pretty much devoted to talk of “more 
reports and statistics needed for 1941” 
and you sigh in agreement. And, then, 
on the right, in a column that takes 
up half the page, your eye catches, 
‘A Few of the Many Booklets Bur 
roughs Offers for Lowering Today’s 
Costs.”” So you tear out the page and 
shoot it to your ofhce manager, or 
you sign the coupon yourself (don’t 
forget Koppers)—and that’s how you 
bought that new adding machine 
remember? 

Or was it Felt & Tarrant who sold 
you a Comptometer by writing ads 
headed, “Easier Read Answers. . . For 
Greater Speed and Accuracy”? Or1 
maybe it wasn’t an adding machine 
at all, but a Mimeograph — because 
you were starting a new business this 
year, and the A. B. Dick Company 
gave you some sensible and encourag 
ing words on “quality,” and some 
good hints on how to achieve it in 
your office operation. We mean the 
ad headed, “If you're starting in busi 
ness in “41.” 

There are many good ways to help 
executives get the most for their office 
Ediphone does it 


with a dramatic tieup with the 


equipment dollar. 
Columbia Broadcasting System — 
picture page, “This is the Columb 
Broadcasting System” which show 
how various colorful CBS personalitic 
use the Ediphone profitably in the 
daily jobs. And competitor, Dicta 
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SOUTHERN D-I-S-T-A-N-C-E-S 
= increase the importance of ee ae a Se 


INDUSTRIAL SUPPLY DISTRIBUTORS 


Few Northern manufacturers realize the geographic scope of the rapidly-growing Southern 
and Southwestern market—the distances between customer and sales representative. It is only 
374 miles from New York to Pittsburgh, yet 678 miles from Atlanta to Miami—347 miles from 
Chicago to Cleveland, but 1,156 miles from New Orleans to El Paso. 








Such distances greatly increase the well-recognized importance of the Mill Supply House, 
the local distributor of industrial equipment and supplies, in the South and Southwest. There 
are approximately 300 such outlets in this area, employing over 6,000, and carrying some 50,000 
items for quick delivery to Southern industry. They have an average inventory of $100,000,000, 
do an average annual business of $500,000.000. To the Southern industrial buyer, they provide 
diversified stocks, reliable local supplies at low cost. 

Southern Distributors are an essential part of Southern economy, and have had a major 
part in developing Southern and Southwestern industries, now recognized as the fastest growing 
in the country. 

To you manufacturers, these distributors mean better Southern distribution, more frequent 
contact with Southern buyers, quicker deliveries, lower sales costs, better credit relations. 


Southern Distances Also Increase the Importance of 
Advertising in SOUTHERN POWER & INDUSTRY 


S.P.1. reaches your customers and prospects once a month, rain or shine—whatever their 
distance from your distributor. It carries one step further the sales job started by your direct 
representatives and supplemented by your mill supply and machinery distributors. 

In its special May “Supply Number,” SOUTHERN POWER & INDUSTRY will pay tribute 
to these Southern distributors who meet with you manufacturers in the annual Triple Mill 
Supply Convention in Chicago, May 5-8, by analyzing their valuable service to Southern engineers 
and executives, and by featuring articles concerned with the economic use of many of the 
principal supplies they handle. 

Help your distributor by presenting your advertising message through the 15,500 copies of 
this special issue, reaching 10,000 power and industrial plants, as well as the distributors at- 
tending the convention. 

Advertising forms close April 14th. There will be marked increase in value, 
but no increase in rates. 


SOUTHERN POWER and INDUSTRY 


“ W.R.C: Smith Pullications 


GRANT BUILDING, ATLANTA, GEORGIA 


ECTRICAL SOUTH ¢ SOUTHERN HARDWARE  «¢ 












SOUTHERN AUTOMOTIVE JOURNAL 
niin aeemeeeienedl 
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phone, starts its selling with a stopper, 

Jones—you're a monkey wrench in 
human form!” Yes, there are lots ot 
ways—but none of them are super 
clever or involved! 


SELLING 


ubject which takes a good part of 


Sure, selling is another 


the executive’s time and mind, and 


‘'s a subject that’s a big story in 
itself. All we can say here is that ads 
ibout selling tools can be just as spe 
cific and useful as ads about produc- 
tion tools, and we offer just one great 
example of what we mean—a page 
for American Tel & Tel devoted to 
selling the Classified Section of Tele 
phone Directories. Spot how nice and 
simple this job is. “How to lead 
prospects straight to your local out- 
lets...” sings the headline, and four 
pictures with five-line captions tell 
the tale. That “How to” is an old 
reliable, 
rTRAVELING — Selling 


among other 


ind how reliabk it 1S. 
involves 
traveling, and that 
things involves 1utomobiles for sales 
men. Here the place to start is with 
Plymouth’s 1941 version of “Look at 
All 3,” headlined, “Now Ready— 
Your 1941 Comparison of “An 3’," 
complete with competitive sales chart. 
That's worth the price of admission 
1lone—an old standby in the automo- 
bile business, and a stunt we're much 
urprised so few industrial people have 
tried to use in any form. Worth in 
vestigating. 

Then there’s the new small Nas/— 
you know, “Go NASH and Save 
Voney | very Mile W hich, by the 
way, 18 a good slogan. Headline treat 
ment of this particular ad is potent 
because it packs six strong owner ben 
ents right up at the top of the page. 

\ NEW KIND OF FLEET CAR IS 
HERE!” shout the big letters, and 
they drive right into this, “THE BIG 
NEW LOWEST-PRICE NASH OF- 
FERS: 25 to 30 Miles per Gallon of 
Gasoline! followed by hive other 
pons There's also a thirty day 


r 
free trial offer to fleet operators, and 


yrofit 


t 


1 $731 price in bold face for the busi- 
ness coupe illustrated. And there’s 


lots of explanatory copy if your ap 


cw ittention eetting high spots. 


If you or your men fly, then the 
cent Vv 


page, “What six Life Insurance Presi- 


Transport Association’s 


dents say about Air Travel” should 


x only sell you and them, but your 


wife and theirs. Because solid, con 
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vecit has been well whetted by these 


“rl TRY TO BE YOUR 
KEY TO THE CITY” 


“BUT THEY MUST KNOW 
BY TONIGHT...” 
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tHE THE 
MARINE MIDLAND MARINE MIDLAND 


teUST COMPANY OF NEW TOOK 


20 Reetwe, 


_ _ - 


servative citizens like Lewis Douglas 
(Pres. of Mutual Life) look right at 
you out of the ad, and inform you 
that their companies have removed all 
restrictions and extra premiums on 
policies. Good—we’ re sold! 

BANKS AND BANKING—You 
can’t run a business without money, 
and the banks have all the money. So 
banks, too, can be helpful in their ad- 
vertising to executives—except that 
banks are like most insurance com- 
panies, only worse, so far as adver- 
tising 1s concerned. W hether they be- 
lieve advertising beneath their dig- 
nity, or unnecessary, we don’t know. 
We do know that once upon a time, 
and not many years ago either, small 
loan business and “no minimum bal- 
ance” checking accounts brought 
forth nothing but a polite snicker 
from bankers, but today many of 
them find it a werra, werra lucrative 
business. They can profit by intelli- 
gent advertising, too—but it’s not the 
kind of advertising typified by Bank- 
ers Trust of New York—picture of 
top of building, signature, and ““Com- 
plete Banking Service for Commerce 
and Industry.” That's all ice cold 
marble, with no rugs on the floor, and 
spotless blotters on the thirty-three 
vice-presidents’ desks. (We should tell 


bankers how co run their business 
with our “S-cent-a-check” account.) 

But don’t think these babies can’t 
take the white piping off their vests, 
Midland’s fine, 


friendly campaign with advertisements 


as witness Marine 


like, “Vl try to be your key to the 
city” (which is all about a firm’s new 
district manager who was sent to El- 
mira, N. Y., and who started off on 
the right foot through the codépera- 
tion of one of the local Marine Mid- 
land bank ofhcers)—and “But they 
must know by tonight !”) (which 
tells the tale of a New York house 
that wanted a credit reference for a 
Binghamton, N. Y., buyer. Its local 
salesman at Binghamton’ was _in- 
structed to call at the local Marine 
Midland bank, and in an hour he was 
able to phone his boss back in New 
York with the data). Marine Midland 
treats the folks who bank with it as 
customers, which, all by itself, is a 
highly refreshing thought in the 
banking business. We commend this 
chain of banks for this progres- 
sive attitude, and we compliment 
George Moses, Batten, Barton, 
Durstine & Osborn, Inc. for ex- 
pressing it so well in this splen- 
did advertising. 

There are lots and lots of other 
things executives are concerned with 
(and we don’t mean ws e, Ww. n and 
sg). But we've covered enough 
ground to make our point. And while 
our treatment of some of this may 
sound pretty elementary and childish, 
please bear in mind that every week 
and every month in magazines going 
to executives (and W here space COSsts 
run about 800 bucks a throw, and 
up) too many advertisers are wasting 
time and money on trivial stuff. Such 
anemic advertising may run any 
where from stuff like Russell, Burdsall 
5 Ward’s, “Some nuts are better than 
others”—to International Harvester’s 
pompous “The Greatest Names in 
Trucks’—to International Busines 
Machine's classic “Tell Nothing” se 
ries of picture and caption, “A Busi 
ness Machine.” 

No time for comedy, fellows. Th 
scorekeepers are getting sharper ever) 
day. Advertising is selling, and sell 
ing is serious stuff from here u 
Either it performs—we perform—o 
else. This story goes for all fields an: 
all kinds of advertising, but or 
weaknesses are more apparent whe 


we're shooting for executives. Brothe 
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Every business 18 the lengthened shadow 


01 ONE man 


That man is the man with ideas, with the ingenuity and 
the resourcefulness to utilize every development, every 
technical advance, to make his own products better. 


That man is the product engineer, who alone can say 
what material, what part, what finish can make his com- 
pany’s product sell. 


That one man is today, more than ever, the key to 
America’s defense production. He must decide what to 
use to get the ultimate in output of both peacetime and 
defense items. 


That man needs your help. He needs information about 
the parts, materials, or finishes you make. Given it, he is 
resourceful enough to use it to speed his company’s pro- 
duction. But he needs it now. That’s why you have a 
greater opportunity than ever before to tell him about 
your products in the pages of his chosen source-book oft 
engineering ideas... PRODUCT ENGINEERING. 


PRODUCT EXGIVEERING 


A McGraw-Hill Publication — 330 W. 42nd St., N.Y.C. 



































Earth Mover 


AND BUILDER 


SHP' PAI 


ey THE TWENTY-FIFTH YEAR 

of EARTH MOVER AND ROAD 
BUILDER'S editorial service to con- 
tractors, highway officials and open 
pit operators engaged in the basic 
operations of earth moving and road 
building. As evidence of the fact 
that EARTH MOVER AND ROAD 
BUILDER is performing a genuine 
and constructive editorial job, many 
new advertisers have reserved space 
for 1941 campaigns. 


ROAD 


SEVEN NEW ADVERTIS- 
ers are starting campaigns at this 
time . . . one new advertiser 
started his campaign in the Decem- 
ber issue three more started 
campaigns in January ... and, to 
date, three more will start cam- 
paigns in February. Many others 
have signified their intentions of 
starting in the near future. EARTH 
MOVER AND ROAD BUILDER steps 
ahead in ‘41 with new advertisers 
who have never before used EARTH 
MOVER AND ROAD BUILDER adver- 
tising space! 


a * Through its editorial 
pages, EARTH MOVER AND ROAD 
BUILDER—free of any responsibility 
to promote any one particular prod- 
uct, organization or group—paves 
the way for all equipment manufac- 
turers and suppliers selling to the 
earth moving and road building in- 
dustry ... include it on your 1941 
advertising schedule. 


Earth Mover 


BUILDER 


AND ROAD 





“Tell All” Ad-of-the-Month 





THE STORY OF 


DOWTHERM 


THE HIGH TEMPERATURE, LOW PRESSURE, HEAT TRANSFER MEDIUM 


THE DOW CHEMICAL COMPANY 














we've got to get them—before they 


get us! 


“Tell All” Department 

Haven't got room for many this 
month, but this is an interesting as- 
sortment—starting with a_ half-page 
for The Tannewitz Works, which 
qualifes with “The TANNEWITZ 
DI-SAW SAVES) Many 


Hours on Tool and Die Jobs,” plus 


Precious 


the important element of a_ table, 
“Sawing Speeds per Minute” on dif- 
ferent thicknesses of different kinds 
of metal. Not a lot of words, but the 
story's all here. 

irmstrong Cork certainly rates 
mention with another _ half-page, 
CASE HISTORY NO. 48 FROM 
OUR CORPRENE FILES,” which 
states a manufacturer’s problem in 
detail and how this Armstrong special 
composition solved it. Proves you 
don’t need double trucks for “Tell 


All.” 
Timken Roller 


we've razzed several times for silly 


Bearing, whom 


copy, now rates a bouquet for a good 
bearing ad, “ ‘What Bearings Should 
| Specify for Overhead Traveling 
Cranes?’”"’ And Goodyear Tire rates 
in “A plus” for one of the most in- 
formative ads we've run across on 
truck and_ tractor’ tires—“FIRST 
RULE FOR LOW TIRE COSTS: 
Fit your tires to your JOB!” 


For “Tell All” Ad-of-the-Month 


we nominate, second, and elect ““The 
Story of DOWTHERM—The High 
Temperature, Low Pressure, Heat 


Transter Medium.” It’s told in three 


fair-sized paragraphs, nicely leaded 
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and easy on the eyes, and as all good 
stories should, starts at the beginning 
(fifteen years ago when Dowtherm 
was first made available)—carries 
through the record of the years (with 
over 200 commercial installations to 
politely brag about)—down to what 
Dowtherm can do for you today. 
We are delighted to chalk up a 
winner for William A. Melching 
of The Dow Chemical Com- 
pany, Midland, Mich., and H. 
Everett Hougen, of MacManus, 
John & Adams, Inc., Detroit, its 
agency. 

Boost-of-the-Month —to Ca/er pillai 
Tractor for a great ad, “The FIRST 
10 ‘CATERPILLAR’ DIESEL TRAC- 
TORS 


strong!” That headline tells you ex- 


and _ they’re still going 


actly what the ad is about—and it 
shows pictures of each of “the first 
10,” together with a little case his- 
tory. All that, good friends, is very 
impressive to us and to the trade, and 
to you, too, we suspect. The Cater- 
pillar copywriters are still going 
strong for our money when they can 
dig up the “Adams and Eves” of the 
Caterpillar family tree. Good going 
Robert Terhune, of Caterpillar, 
and Kensil Bell and Edward 
Lutz, of the N. W. Ayer agency. 
And an “aside” to our audience— 
what kind of a score do you have on 
some of your early equipment ot 


installations?” 


In the January Books... 

A few items of interest caught while 
going through January issues. Wrig// 
Acronautical’s fine spread, “In 1941 


(Continued on page 87) 
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CATERPILLAR 
DIESEL TRACTORS 


and theyre 


still going 


strong! 
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F ghee pines you go--and the sky’s the limit! you'll discover this: More 


people read the news think about the news are curious about the 
news —— than ever before. Business men especially are studying world happenings 
. scanning the horizon of the future for clues to what’s up... and what’s 
coming up . . . wondering about the impact of world affairs on their lives, their 
businesses. @ And so business men today are buying news magazines like 
NEWSWEEK because they need news about the news. They read them for the 
same reason and we mean READ! Just watch ’em. Make your own survey: 
Today no other type of magazine gets so close, so thorough, so avid a reading 
as the weekly news magazine. @ When you reach a market where business 
and industrial executives are reading a magazine because in today’s world it’s 
a necessity, you’ve found a market (the news magazine audience) of progressive, 
thoughtful buyers who are your best prospects. @ That’s where NEWSWEEK 
enters your selling picture! For NEWSWEEK offers its over 430,000 subscribers, 
more than 300,000 of whom are in business and industry, a unique, exclusive 
editorial formula: News plus New Significance . . . Authoritative Signed Opinion 
.. . Periscope’s News Forecasts! @ No wonder then, that business and industrial 
advertising in NEWSWEEK is up 61°, in linage, 112‘, in revenue, 1940 over 
1939 .. . and NEWSWEEK is now third among all general and general business 
magazines, in that classification. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newsweek 


THE MAGAZINE OF NEWS SIGNIFICANCE 











Lédbess Lo“ sHeA0 ot the HEADLINES” —Newsweek on the air every 
Thursday night, 10:30 £.S.1.;9:30C. S. T.;7:30P_S.1. NBC Blue Network stations 
WJZ New York WMAL Washington WXYZ Detroit 

WBZ Boston WAGA Atlanta WENR Chicago 

sfiald WEBR Buffalo KXOK St. Louis 

WBZA Springfield Mass KDKA Pittsburgh KFRU Columbia, Mo 
WICC Bridgeport WHK Cleveland KGKO Ft.Worth- Dallas 
WNBC Hartford WTOL Toledo KGO San Francisco 
WFIL Philadelphia WSAI Cincinnati KECA Los Angeles 
WBAL Baltimore WAKR Akron KJIR = Seattle 
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CONTINUED FROM Pace 18] 


Inquiry Responsibility 

knowing how well his advertisement 
has done this job of pre selling. The 
only evidence he receives of its ap 
pearance is a few inquiries from the 
most interested prospects. The fact 
that one hundred prospects were par 
tially conditioned to be favorable to 
ward his product, after reading an 
idvertisement, is not immediately 
known to the advertiser. Even his 
salesmen may never know to what ex 
tent their path was made easy by the 
mechanized selling efforts of their 
company. The only tangible evidence 
of advertising readership is direct in- 
quiries. That is why so many busi 
ness paper advertisers make such 


strong demands lor INQUITICS, 


Mail Order Selling 


W hen an advertiser begins to dis 
cuss the results he has obtained from 
various business publications in terms 
of inquiries, it is well to ask him if 
inquiries are the only dividend he ex 
pects from his advertising. We have 
1 client, for instance, who does a mail 
order business among the heavy goods 
industries. The nature of his product 
is such that it cannot be readily sold 
by salesmen. The market is too wide 
spread and too thin for profitable cov 
erage by individual salesmen. It is a 
product which can be sold more eco 
nomically by mail order methods 
Therefore, this advertiser has a legiti 
mate reason for demanding the maxi 
mum number ot InquIries trom his 
idvertising. This being the case, Wwe 
plan his advertisements on a mail order 
basis and we attempt to select the 
media which are likely to reach the 
type of prospects most interested in 
our client’s commodity. The cost of 
selling this product by mail compares 
favorably with ordinary selling costs 
which proves that under favorable 
conditions, business papers can pro 
duce inquiries on a profitable basis. 

But the bulk of our clients who 
rdvertise nm bDusiness papers are not 
maul order idvertisers They use ad 
vertising not as a substitute for per 
sonal salesmen but rather as a means 
otf mechanizing thei salesmen These 


“ 


chents use thei idvertising to pre 
sell their prospects on the merits of 
their products so that their salesmen’s 
calls can be made more productive 
Their advertisements are not in any 
sense mail order advertisements. Some 


nquiries are, Of Course received trom 
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Get Your Increased 
Production from 
Not Catalogs! 


Canadian Manufacturer gets Fast 
Gun Drilling Machine through 
Proper Analysis of Problem 





MACHINE IN BRIEF étan oak @ egie guteaptiny 


W. F. awe JOHN BARNES COMPANY 
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Although the catalog is usually featured in 
industrial advertising, here's a page that 
advises the reader to "Get Your Increased 
Production from Our Experience . . . Not 
Catalogs!"—a stopper because its unusual 


the readers of these advertisments, but 
the volume of inquiries is not used as 
a major index of the effectiveness of 
these advertisements. 

If an advertiser wants inquiries, it 
is his responsibility to create adver- 
tisements which will pull inquiries. 
Sometimes a small change in the head- 
line makes a tremendous difference in 
the response received from the adver- 
tisement. The nature of the offer 
which is used as a lure to attract in- 
quiries also exercises a pronounced in- 


fluence on inquiry returns. 


Two Classifications of Advertising 
Advertisements may be grouped 
into two classifications: (1) Present- 
Action Advertisements; and (2) Fu- 
ture-Action Advertisements. 

], Present-Action Advertisements 
are those Ww hich cause the reader to 
take some action leading to an imme 
diate response or sale. In this class are: 

a. Coupon advertisements which 
urge the immediate return of a cou- 
pon or request for literature, samples, 
etc., but no direct orders for the ad- 
vertised commodities except small trial 
samples. 

b. Mail order advertisements which 
solicit orders by mail. 

c. Classified advertisements which 
ure specialized condensed advertise- 
ments in the classified columns of 


newspapers and magazines. 


, a Future 


ine lude : 


Action Advertisements 


1 Sales promotion ady ertisements 
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which gain acceptance for trade mark 
commodities or services by pre-selling 
the products in advance of the sales- 
man’s call. 
b. Teaser 


create suspense by announcing the ad- 


advertisements which 
vent of a new product or service be- 
fore revealing its identity. 

c. Institutional advertise- 
ments which seek to create good will 
toward trade mark commodities or 
services by featuring informative data 
rather than conventional sales argu- 
ments. 

By far, most advertisements ap- 
pearing in business publications are 
of the Future-Action type called 
Sales Promotion Advertisements. They 
are pre-selling tools and not mail or- 
der salesmen. Their primary func- 
tion is to be on the job in advance 
of the salesman’s call to do a thor- 
ough pre-selling job so that the sales- 
man need waste no time with sales 
preliminaries. The influence which 
they exert upon prospects is so subtle 
in character that it often can be de- 
tected only through the most careful 
field tests. 

If an advertiser wants inquiries, he 
must agree to change the character of 
his advertisements from Future-Action 
He should, if he 


is sincere in his demand for inquiries, 


to Present-Action. 


use coupons and every other device 
for stimulating action that is at his 
command. When he changes his form 
of advertising from Future-Action to 
Present-Action, he must recognize 
that he is sacrificing some of the pre 
selling elements of these advertise 
ments in order that he may obtain 
the maximum return in coupons or 
inquiries. There are cases when such 
a shift is desirable, either temporarily 
or permanently, but an advertiser 
using Present-Action advertisements 
should not expect such advertisements 
to do as good a pre-selling job for his 
salesmen as advertisements of the Fu 
ture-Action type. And by the same 
token, if an advertiser has decided 
that he wants to support his salesmen 
by doing a good pre-selling job with 
Future-Action advertisements, he 
should not expect much direct ev! 
dence of the effectiveness of his ad 


vertising in the form of inquiries. 
Future-Action Example 


We have a client who has been 
advertising in one of the leading gen 
eral business publications. He manu 


factures a product for the heavy goods 
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A campaign to gain greater recognition for the industrial advertising 


Over 1500 Members in 
These 20 District Chapters man has recently been inaugurated by the NIAA. 


8 elsewhere or P . = . P 
wreiaiibitt idiiininac The industrial advertising man will be coached to broaden his use- 
BOSTON fulness to business . . . extending his horizon to include comprehen- 
CHICAGO : ‘ , : eon . 
CINCINNATI sive understanding of business and its problems. Special emphasis 
CLEVELAND will also be placed on all phases of marketing in the broad sense, of 
mE P ° ee ° . 
coremunae which advertising is but a part... he will be encouraged to expand 
INDIANAPOLIS to the point that in time he will function as a director of the market- 
LOS ANGELES ing program, coordinating promotional work with the sales activity. 
MILWAUKEF 
MONTREAL “Here will be the man who can carry on from where the production division leaves off, 
NEWARK age ; “i _ . 
NEW YORK on to the profit side of the ledger thru efficient marketing. He will not be a man whose 
PHILADELPHIA principal concern is with paper, ink, art work and engravings, but to whom these details 
P {, oe . . . 7 . 
i. Tae are mere tools to facilitate the production of orders. He will have no difficulty in get- 
SAN FRANCISCO ting appropriations approved because his requests will be presented to management 
rOLEDO with full understanding of its general problems and interpreted with respect to their 


rORONTO 
WESTERN NEW 

ENGLAND character.” 
YOUNGSTOWN 


advancement of the Company’s objectives . . . Management will weleome men of this 


If so, and you feel that this pro- 


Does this truly state your own personal objectives? 
with 


there is no chapter, ask gram of professional advancement is the hand that will help raise you—afliliation 
fo f ti -garding . . ‘* . . . 

¢ information regardin NIAA is the first step. Fill in, clip and mail the coupon now and learn how you may 
nembership - at-large or ; 
sapiens gn gre receive all the benefits of this new vitalizing program of advancement from its very 
nz a AA chapter in 


our city. 


If veou're lecated where 


, . ’ 
inception. 


RN **Editorial, I 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


CHICAGO, ILLINOIS 
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Full-page ads like this ran in business papers and newspapers throughout the country last 
month announcing a $10,000 prize contest to be conducted by Revere Copper and Brass 
Inc., to help speed national defense by encouraging the mechanical genius and inventive 
talent of American wage earners. No further advertisements are planned, but posters, entry 
blanks, and booklets are being distributed to industrial plants in order to enlist contestants 


ndustries the purchase ot which 

volves an expenditure of many thou 
sands of dollars His reason for ad 
Vertising this product in i general 
Dusiness public ition is to familiarize 
idministrative executives with his 
product so that if production execu 
tives recommend the purchase of our 


chient’s equipment, these 


idministra 
ive executives will be familiar with 
the product ind not hesitate to en 
dorse its purchase. The advertise 
ments which we planned tor this pro 
ram are of the Future-Action type 
ind the number of inquiries or re 
juests for a small booklet mentioned 
n the advertisements has been ex 
ceedingly small. Judged purely trom 
direct response, th s rdvertisements 
ind the medium in which they ap 


pear may easily be deemed failures 

But atter running these advertise 
ments tor some time, Wwe made an 
uided recall test among a representa 
tive group of readers In our client's 
held, there is one outstanding com 
petitor and two lesser competitors In 
il] previous market surveys which we 


had made for this client, the recog 
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line-up always put the big com 
petitor in first place and our client 
took second, third, or fourth place 
ilong with the other two competitors. 
We had hopes that our client’s adver- 
tising in the general business publica 
tion would put his name securely in 
second place in the minds of the ad 
ministrative executives reading that 
publication. 


The test consisted of mailing a re 


ply card upon which we listed the 


names of nine durable goods manutac 


turers Four ot them, including our 


client, manufactured the same type 


of product as our client. 


five made no such 


isked the recipient of the card if he 


would check the names of those man- 
ufacturers whom he recalled made a 
product similar to our client’s product. 

The returns 
client’s name, instead of being in sec- 
ond place in the minds of these ex- 
ecutives was actually in first place, 
substantially ahead of the best known 
competitor. 


Evaluating Results 


Now the moral to be drawn from 
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The ot her 


product. We 


indicated that our 






this story is that the results of mech- 
anized selling can not be measured 
primarily in terms of inquiries be- 
cause there are six important jobs to 
be done in pre-selling before the pros- 
pect is likely to take direct action 
leading to the order. Inquiries will 
be received from those who are most 
urgently in need of the advertised 
product, but the bulk of an advertis- 
er’s prospects will only be “condi- 


tioned to receive the advertiser’s 


salesman’s call. This conditioning op- 
eration is the real function of mech- 
anized selling, and we must make this 
point crystal-clear to business paper 
advertisers. 

Publishers and advertising agencies 
should avoid appeasing inquiry-hun- 
gry advertisers by resorting to stunts 
which may produce inquiries but 
which, in the long run, merely con- 
fuse the real purpose of business paper 
advertising as a part of mechanized 
selling. If the advertiser wants in- 
quiries, his sales plan as well as his 
advertisements should be designed to 
produce inquiries and make good use 
of them. But if an advertiser real 
izes that he needs to support his sales 
men by pre-selling his product through 
the use of Future-Action Sales Promo 
tion advertisements, he must agree 
that inquiries are a minor considera 
tion. The responsibility for produc 
ing inquiries rests upon the advertiser, 
and publishers’ representatives should 
bend every effort to get their adver 
tisers to make a candid statement of 
their advertising objective. If th: 
advertising objective is not crystal 
lized, it is impossible to judge the ulti 
mate results of the advertising pro 
gram. 

Publishers should not sell advertis 
ing space in their media with any 
broad assurance of inquiry production 
The same publication for one product 
may pull a tremendous number of in 
quiries and for another product it may 
pull none. Whether or not the read 
ers of a publication will inquire about 
an advertised product depends upon 
factors over 


at least a_ half-dozen 


which the publisher has no control. 
A Case Study 


We have two clients using the same 
publication as an advertising medium 
For one client we obtain from twenty 
five to fifty inquiries per month. Fo 
the other we have received none for 
many months. What is the reason? 
The first client uses coupon copy and 


mail-order layouts. The second client 























ot os 





uses a cartoon and no coupon nor 
other inquiry pullers. Is the second 
advertiser’s advertising doing him any 
good? The best answer is to say that 
the same series of cartoons have ap- 
peared in another publication. The 
editorial department of that publica- 
tion made a private survey to analyze 
the degree of interest which its read 
ers had in the contents of the maga- 
zine. When asked to vote on pre- 
ferred editorial features, the survey 
showed the first three features to be: 

1. Flourescent lighting 

2. Infra-red lamps in ovens 

3. Our client’s cartoons. 

Of course, these cartoons were not 
in editorial feature, but they made 
such an impression on the readers of 
that publication that they came to 
mind instantly when these readers were 
isked to express their preferences. Ob- 
viously, no coupon or inquiry count 
would ever reveal this evidence of 
good pre-selling. 


The Publisher's Responsibility 


Publishers are responsible to adver- 
tisers in the matter of furnishing them 
with dependable analyses of their 
readers’ interests. Publishers some- 
times tend to stretch the scope of 
their readers’ interests for the sake 
of getting an advertising contract. It 
should be clear to them that they are 
not serving the best interests of mech- 
nized selling if they urge the use 
of their publications to do a pre-sell- 
ng job to a group of prospects with 
only a remote interest in the product 
idvertised. There is a great tempta- 
tion to adapt the circulation story to 
the particular interests of the adver- 
tiser whose program is being formu- 
lated. This is a hazardous practice 
especially if media are being selected 
on an inquiry-producing basis. 

The chief responsibility of the pub- 
lisher is to prepare a publication suited 
to the needs and interests of a spe- 
cihe group of people. When he sells 
idvertising space in such a_publica- 
ion, he should be sure that the ad- 
ertiser has a clear picture of the 
group to whom he proposes to adver- 
tise. Only when this is done will 
nechanized selling reach its highest 
theiency. 

Publishers’ representatives and ad- 
ertising counsellors have a common 
ob in educating advertisers in the 
se of business paper advertising as 
me form of mechanized selling. If 
ve will constantly remind these ad- 
ertisers that advertising is a natural 


outcome of the mechanization of in- 
dustry, I am sure we shall do much 
to promote the intelligent use of busi- 
ness paper advertising. 

And in promoting the use of such 
advertising we must emphasize that 
the responsibility for producing in- 
quiries rests mainly upon the adver- 
tiser and his advertising agency. When 
the publisher assumes a part of this 
responsibility he is attempting to do 
a job over which he has virtually no 
control. If he fails, he receives only 


condemnation and loss of business. 


26,019 
CERNS 
THEIR 


$1 25.00 
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The advertiser needs the business 
papers as a vehicle for doing his job 
of mechanized selling. The publisher 
should not become involved in the 
use of the vehicle to the extent that 
he is held responsible for inquiries. It 
is easier to give such advice than to 
follow it, but in the interest of pro- 
moting a more intelligent use of busi- 
ness papers as advertising media, it 
is hoped that the relative responsibil- 
ities of publishers and advertisers in 
producing inquiries have been some- 


what clarified by this discussion. 


EXECUTIVES OF MANUFACTURING CON 
ARE REACHED BY DUN’S REVIEW. Ol 
COMPANIES, 15,380 ARE RATED OVER 


AVERAGE. TOTAL EDITION: 54,779 
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[| CONTINUED FROM Pace 30] 


The Purchasing Agent 


such requests, concerning even more 
thousands of different items. It would 
be an impossible job to start from 
scratch on every one, even though 
many of them are repetitive in nature. 
But a rather standard procedure and 
record system has been developed to 


With 


variations, it is characteristic of prac- 


facilitate the minor 


process. 
tically all purchasing procedure. I do 
not propose to lecture on a complete 
purchasing routine, but there are two 
forms which are deft 1itely of interest 
in this discussion. 

The Requisition 

The first of these is the requisition. 
It is desirable for a requisition to be 
as specific as possible as to the mate- 
rial needed, and when it 1s needed. 
Most items and parts in regular de- 
mand are identified with a parts num 
ber or a standard designation. To an 
increasing exent, though still only a 
small percentage, there are specifica- 
tions covering the essential features of 
standard materials—but specifications 
that permit a choice of sources. Much 
as it would simplify both buying and 
selling, the specification that restricts 
orders to one supplier is taboo in any 
purchasing department that is doing 
its job. 

The requisition is not an order. It 
generally results in an order, but not 
necessarily. It may be questioned as 
to quantity or as to material, and it 
may be changed. It may be filled by 
a transfer of material, or by substitu 
tion. It may be deferred. These are 
some of the things that may happen 
to a requisition. The marketing job 
must be aimed at purchase orders, not 
requisitions 

Like all of us, 


seck to simplify their work, and wel 


purchasing agents 
come any plan that will make it easier. 
Frequently, as a guide to the buyer, 
the requisitioner $s asked to mention 
the brand or the supplier’s name on 
the last lot. Here, for example, is the 
item Previous order number, date, 
ind supplier (to be filled in by branch 
or division).” If it is a non-stock 
item, and the requisitioning depart 
ment knows it by brand or makers’ 
name, that information would be very 
helptul. But by and large, that help 
is only rarely given. Some time ago 
we went into seventeen representative 


purchasing departments and analyzed 
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No doubt Carboloy Company is booked well 
ahead in its specials department, but that 
doesn't stop it from advertising its standard 
tools which can be used efficiently on many 
jobs which form a volume sales opportunity 


a series Of requisitions, just as they 
came along in the day’s work, and 
checked them with the orders issued. 
Ot 1,7 


less than tw enty-four per cent men- 


$0 requisitions, only 414, or 


tioned brand or source. 1,336 left it 
entirely up to the buyer to find the 
material. And on seventy-five of the 
414, or eighteen per cent, the pur- 
chasing agent eventually bought some 


other make than the one mentioned. 


The Purchase Record 


The Purchasing agent does not buy 
directly from the requsition. He buys 
from the purchase record, which is a 
detailed summary of experience on 
every one of the thousands of item. 
That record is the most important 
single working tool in the buyer’s of - 
fice. It shows when and how often 
the item has been purchased, in what 
quantities, the rate of consumption, 
from whom it was bought, and what 
price was paid. It almost always in- 
cludes the necessary descriptive order- 
ing information, and more often than 
not it shows a list of acceptable sup- 
pliers. 

For example, the purchase record of 
the American Tobacco ¢ ompany, has 
a space for listing ten possible vendors. 
There is a standard form put out by 
fling supply houses with space for 
eight. Others have as few as three or 
four, whatever the company policy 
demands in the way of alternative 
sources or competition. Normally, this 


is the list which will be asked to 


quote, if that formality is indicated, 
or from among whom a selection will 
be made by the buyer. For the pur- 
chasing agent’s job is to select the 
source which, in his judgment, offers 
the greatest satisfaction. 

The procedure in this particular 
case is for the buyer to check the 
chosen vendor and turn it over to the 
order writing clerk. There are cases, 
of course, which call for special search 
and negotiation, when salesmen will 
be called in or other contacts made 
with potential suppliers. But if your 
product is competitive, and most 
products are, the seller’s most impor- 
tant job is to register his quality, fa- 
cilities, and service so as to win a place 
on that list, because that’s where those 


five out of seven orders will go. 


Information Is Sought 

And being proud of these purchase 
records, purchasers are constantly try- 
ing to improve them—to devise more 
practicable standards of quality, bet- 
ter adapted to the company’s particu- 
lar requirements, and to get better 
qualified suppliers on their list of 
sources. The impressions made by your 
salesmen, the information from your 
catalogs, your advertising, and your 
mailing pieces, are all reflected in that 
list. For information is the purchas- 
ing agent’s stock in trade—informa- 
tion regarding his own plant and its 


processes and the manufacturing 


schedule; information on what is 


available, from what sources, and 
what it will do; information regard- 
ing costs and economic trends to help 
chart a course and to provide a stand- 
ard of values. 

And believe me, the purchasing 
agent is avid in his search for that in- 
formation. The General Electric 
Company’s form requesting bids car- 
ries the notation: “Changes or sugges- 
tions offering cost economy are solic- 
ited.” The purchasing agent likes to 
talk with salesmen, so far as time will 
permit, and he is interested in adver- 
tising, because these may be among his 
most fruitful sources of vital informa- 
tion concerning the products, equip- 
ment, and services he is called upon 
to buy. 

The answer to our question, “What 
Do Purchasing Agents Expect from 
Advertising?” may therefore be 
summed up in the one word—"Infor- 
mation.” 

Type of Information Wanted 

Now to be more specific, what sort 

of information? Prof. Delbert J. Dun- 
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can of the marketing department of 
Northwestern University queried more 
than 400 purchasing agents to get 
their answer to that question. He 
asked them what motives influenced 
them in selecting a product and in se- 
lecting a supplier. The results of his 
study were published last summer in 
the Harvard Business Review. Here 
they are, listed in the order of their 
relative importance: 

IN THE PURCHASE OF MACHINERY: 

Product motives: (1) Economy; 
(2) Productivity; (3) Dependability; 
(4) Time or Labor Saving Factors; 
(5) Durability. 

Patronage motives: (1) Reliability 
of Seller; (2) Cooperation ; (3) Price; 
(4) Quick Repair Service; (5) Past 
Services Rendered, Satisfactory Rela- 
tionships. 

IN PurcHASE OF Raw MATERIALS: 

Product motives: (1) Right Qual- 
ity; (2) Uniformity; (3) Dependa- 
bility; (4) Purity; (5) Ability to In- 
crease Salability of User’s Product. 

Patronage motives: (1) Reliability 
of Seller; (2) Continuous Supply un- 
der all Conditions; (3) Accessibility 
of Seller; (4) Price; (5) Quick and 
Reliable Delivery of Product. 

IN THE PURCHASE OF SUPPLIES: 

Product motives: (1) Right Qual- 
ity: (2) Dependability; (3) Uni- 
tormity; (4) Economy; (5) Dura- 
bility. 

Patronage motives: (1) Reliability 
of Seller; (2) Continuous Supply un- 
der all Conditions; (3) Accessibility 
of Seller; (4) Price; (5) Quick and 
Reliable Delivery of Product. 


Nine Specific Points 

Allowing for the duplication of 
tems common to more than one of 
these lists, here are nine specific points 
concerning your product, and eight 
specific points about your company 
ind its service, that the purchasing 
gents wants to know, and that will 
nfluence him in his selection of goods 
ind supply sources. There are no gen- 
ralizations in this list. Each point is 
ery definite, and with the single ex 
eption of “Past Services Rendered” 
hey are points on which the purchas- 
1g agent must look to you for the 
itormation. It follows that these are 
ve themes which can be most effec- 
vely stressed in the advertising of 
dustrial products. 

In other words, the buyer looks to 
ur advertising to tell him what your 
oduct is—whether a motor, a pump, 


shipping carton, wire rope, coal, 
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any of the thousand and one items 
that purchasing agents buy. He wants 
to know what it will do. He wants 
a measure of value in terms of operat- 
ing Costs, maintenance economy, dur- 
ability, and first cost. He wants to 
know about your company and its fa- 
cilities for prompt and continuous de- 
liveries and service. For this is the 
information he must have in order to 
fulfill his responsibility and make the 
proper selection of materials and sup- 
pliers. 


At this point it may be appropriate 


lubricating oil, springs, forging, or 





to touch for just a moment on the 
negative side, and call attention to a 
“pet peeve” that has ruined many an 
advertising campaign and many a sale. 
It is the argument, “Just pick out a 
reliable supplier, and trust him to 
solve your problems with his superior 
specialized knowledge and experience.” 
Purchasing agents are not insensible to 
the value of dealing with a reputable 
house. Reliability of the supplier ranks 
first on all three of Dr. Duncan’s lists. 
But heaven help the purchasing de- 
partment that is run on such a policy. 


Would you seriously consider letting 
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Your own firm perhaps has served certain same customers 
consistently for the past 66 years. If so, you probably feel that 
this record is irrefutable proof of the quality of your product 


and service. We agree that it is. 


We, ourselves, are proud that America’s sheet metal workers 
—engaged in buying, installing and servicing heating and con- 
ditioning equipment—have been buying Sheet Metal Worker 


consistently for the past 66 years. 


Sheet Metal Worker is, in 


fact, the only trade publication that many of them buy. 


The collective buying power of our 7,139 readers is as great 
as that “tapped” by any publication in the field. And because 
many of them read this publication exclusively, you throw a 
“blackout” on a large section of your market when you leave 
Sheet Metal Worker off your publication list. 


* 





( se SHEET METAL WORKER «sc. 


ESTABLISHED 1874 


| 45 WEST 45TH STREET 


NEW YORK, NEW YORK 


“Get the facts on ‘Sheet Metal Worker’ frst!” 








1 publisher arrange your space sched- 


can not be so 


ask 


concede to the publisher the Same in- 


ules? Responsibility 


easily delegated. I you only to 


tegrity as that of your sales depart- 
ment—and to the purchasing agent 
the same intelligence as that of the 
id vertiser. 

So much for the advertising theme. 
still the of 


manner 


There remains question 


of and what 


of presentation will be most welcome 


WW hat sort Copy 


to the buyer. 
Copy Must Be Factual 
The like the 


copy, theme, should 


be specific and informative. The pur- 
chasing agent does not shy away from 
copy which tells the whole story, for 
that is exactly what he is seeking. 
Copy which tells only half the story 
does not satisfy him, and “teaser” or 
“come along” copy which fails to give 
falls 
The purchasing 


him the necessary information 


short of its objective. 
agent appreciates a straightforward 
sales presentation, in the advertising 
that is directed to his attention as 
well as by the salesman who calls at 
his office. 


Copy that points out and drives 








PCT afl your eggs 9 caw henket “the cones Carnegie once send, aed then © atch 
the tashec”™” We anette vem to try 


to Porth Serrting amd anh the 





» enable as to tender s fall and umparew 
oe beth Stew ond Someeted ( atteden a6 ho 
1 rex cmevame medatvoene 








AG 
Sh, NHI your sales expense 





Dramatizing its complete line of tool steels 
Firth-Sterling Steel Company reverses the 





... + We're referring to refractories. There is no 
red 


salesman—when he’s selling your equipment at 


tape—no long wait in an outer office for your 


refractories plants. That’s one place where selling 
is easy, not only because it’s so direct, but because 


the refractory industry itself is going places. 


High renewal percentage 
84.65% 
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Sell Where Its a Cinch to Get Orders 


group of papers serving the building industry 


old adage and repeats Carnegie's para- 
phrase, ‘Put all your eggs in one basket. . . 
and then watch the basket." The copy sug- 
gests putting all tooling problems up to F-S 


home results, value factors, and re- 
liable service in factual terms should 
be especially effective, for these are the 
terms on which he makes buying de 
cisions. 


Do 


copy if that is what is needed to tell 


not hesitate to use technical 


With detense construction pushing steel mills to capacity and causing your story, for fear that the purchas- 
iniversal plant eXparsion, the refractory and tire brick industry is ing agent “doesn’t talk the language. 

reaching new production levels. Even obsol blast -naces , a , ‘ ; ; 
1 po ag “yer = ete blast furnaces and It is his business and his responsibility 

plants are cing reopened to meet defense requirements, and each : ; ; 
last furnace with stoves requires at least 1.500.000 brick 700 coke to be familiar with all the pertinent 
ven plants, requiring 35,000,000 brick, are to be opened at once aspects of the materials used in his 
The rejuvenation of blast furnaces and coke ovens makes necessary . i Lh rT 

the purchase of a ‘vast amount of brick he production of all this company’s operation, and he wi not 
brick, added to normal requirements, will cause clay plants te call last long in the purchasing office if he 

Teor he mec) purchas ott aL "W ro auipn ‘ - . . — 
’ a ew and improved equipmen is not qualified in this respect. The 
field is progressing steadily toward 

Woe'e le « iF j 
dice se J higher standards. 
4 ‘ ¢ pla ore lives & turn ‘ 
You'll find it helpful in maki For fifteen years we have been mak 
194 ram. Jus ing periodical studies of the back 
. : 

ground and training of industry’s pur 

chasing men, and the progress toward 
High subscription _ rate hi ne 

$5.00 vearly technical competence has been very 


notable. In 1940, the survey of more 
400 


agents showed that 48.4 per cent are 


than representative purchasing 
college trained, and that more than 
half of these have scientific or eng! 
neering degrees. Seventy-five per cent 
had practical production experience 1n 
the plant. Their average length ot 
service in purchasing work was seven 
They know the materials 
They 
them, 
Several lead 


teen years. 


with which they deai. have 


handled them and _ used anc 


know what they will do. 


ing companies, such as DuPont and 
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U. S. Rubber, seek only men with an 


engineering background for training 
in their purchasing department. Many 
others have expressed a preference for 
similar preparation. It is a typical 
policy, and the percentage of techni- 
cally competent men in_ purchasing 


work is growing larger year by year. 


Manner of Presentation 


1 


Finally, a wora about the manner 


of presentation. Purchasing agents 
ire human, and respond to the same 
stimuli as any other group of people. 
rhe technique of getting attention and 
rousing interest, in which you mar- 
keters are the acknowledged experts, 
can be effectively applied without any 
special rules. In writing to and for 
purchasing agents it is just as true as 

iny other field that a picture may 

worth ten thousand words; that 

meciseness and emphasis can make a 
point more forcibly than lengthy rhet- 
oric and detailed exposition, that a 
memorable phrase or slogan will etch 
1 lasting impression on your reader’s 
Consc1ousness,. 

But remember that you are address- 
ne your advertising message to a 
group that, from the very nature of 
the job, from years of training, and 
perhaps from unfortunate experience, 


s essentially analytical. 


1 


hat is superficial, glossing over a lack 


Technique 
ot substance, makes no lasting impres- 
sion and will not help sell your prod- 
ct. 

\ safe rule is to think of your ad- 
ertisement as your personal represen- 
tative, in the same way that your 
ilesman represents the company. The 
surchasing agent responds favorably 
0 an attractive, well groomed adver- 
isement, or salesman. He listens to 
he salesman, or reads the advertise- 
nent, that knows its stuff in relation 
» his own needs. He is impressed by 
1¢ Company your advertisement keeps, 
publications of acknowledged merit 
id proved acceptance in his field, just 
in the case of the salesman who 


lls at his office. 


[he purchasing agent recognizes 


it there is a place for “courtesy 


lls” in selling. They serve to keep 
ve in his mind the name and reputa- 
m of the caller, and to perpetuate 
endly relations that have been estab- 
ned. These are useful purposes, but 
spends as little time as possible on 
ch contacts. What he really expects 
m advertising and sales effort, and 


iat he responds to, is the informa- 





tion that will establish your company 
and your product on his list of ac- 
ceptable materials and suppliers, the 
information that will help him to buy 


well. 


Changes at 
Libbey-Owens-Ford 


W. R. Crawford, Toledo, formerly man 
ager, Blue Ridge products sales, Libbey 
Owens-Ford Glass Company, has been put 
in charge of the company’s new special 
products sales division to coérdinate sales 
activities of the special product sales man 
agers with the general sales and produc 
tion departments Arthur O. Duhamel 
New York, will fill Mr. Crawford's former 


post, and Milton Knight, vice-president, 
will continue in active charge of the special 
product division. John L 
motion division, has been put in charge of 


Vitrolite sales C Wendell Holland 


formerly assistant to the division sales 


Cox, sales pro 


manager, has been made sales manager of 
the insulating products division, and Ed 
ward T. Law, St. Louis, will succeed Mr 
Holland 


New Members in ABC 


Advertiser members of the Audit Bu 
reau of Circulations have elected to mem 
bership the Monsanto Chemical Company 
with James W. Irwin, assistant to the presi 
dent, its representative 

Pacific Builder & Engineer, Seattle, has 
been elected to the ABC under the busi 


ness paper classification 








into the gap left by the closed 


] 


market has opened up hitherto 


sound market tor itself 


| 


that of 1929 


nized I 


you are planning for the future 


High subscription rate — $4.00 
yearly. 

His’ renewal percentage 
75.6%. 





For many industries the “bottom will drop out) when peace 
times return. But the ceramic industry has a bright future betore it 
With new and typically American design pieces, America has rushed 
foreign market 
wered that America can produce pottery, glassware, and dinnerware 
equal to the best previously imported 
inavailable productior 
The result is improvements, new methods, and—lower costs 
foreign wares are again available, American ware will have established 


There are many other divisions of ceramics which have experienced a 
steady growth entirely apart from any outer 
the fibre glass and glass block industries A few 
curiosities; now they are substantial industri 
A further example 1s the Pp yrcelain enameling 
industry, with a production in 1940 double ~~ 


Here is an industry worth addressing 
worth being accepted and recog 
DY W hen you tell your 
product story in Ceramic Industry 





59 E. Van Buren 5St., 





CERAMIC INDUSTRY 
Chicago. 
One of a group of papers serving the building industry 


Published by Industrial Publications, Inc. 


THE CERAMIC INDUSTRY) 
has a long and healthy 
life ahead .....-. 


Suddenly it is dis 
Furthermore, the increased 
opportunities 


Wher 


stimitius Examples are 
years ago they wer 


} 
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Business Paper 
Advertising Jumps 13.55% 

& ADVERTISING in business papers 
got off to a good start in January, 
when 111 papers reported a gain of 
13.55 per cent in business over January 
1940. the 


greatest increase reported for January 


issues of This is by far 


issues since 1937, when the gain over 


January, 1936 issues reached 15.26 


per cent. January, 1939 issues were 
eighteen per cent under January, 1938, 
issues, which were .76 per cent ahead 
issues. The volume 


1936, 


of January, 1937, 


of business in January, issues 


22.02 cent than for 


ot 1935. 


greater 
The 


varied in 


was per 


similar issues number 


of papers reporting each 


comparison, but essentially the same 
industries were included. 

The industrial group led the parads 
this year with an increase of 17.07 pet 
cent for eighty-one publications, as 


shown in the accompanying tabula 
tion. 

Nineteen papers in the trade group 
reported a gain of 3.54 per cent. 

Class papers as represented by eleven 
reporting, were ahead of last year tor 
the first month by 1.36 per cent. 

In last month’s tabulation the total 
number of pages shown for Mechanical 
Engineering in 1940 should have read 


449 instead of 499. 


Discusses Advertising 
Material for Argentina 


“Production in the United States 
advertising material destined tor Arger 
tina costs more thar to produce it 
Argentina,” W H Bray, echani 
production manager of the Buenos Air 
othce of McCann Erickson, In has 





vised the home ofhce “Shipping it 
the States to Argentina increases this « 
ind Argentina customs barriers “up it st 

re Once in, 1 iy la ~ the 
idion Yet even today some this t 
of material still continue ‘ 
Mr. Bray pointed t 

‘It may be that the export mat 
distrusts the ability of Argent 
to produce the quality of job that he 
siders essential, and it 1s true Mr B 
acr itted, “ei at é ] it I t 
graphical printing in Argentit 

I ited States star la i ire pl 
engra y tacalitie i ete B 
hoto-lithography, a eape roces 
the f ished presentat n t et 
t P rted ito Arg t | I ‘ 

| gi i] ty epti if 
would t be appreciated by the 
publi ind oOppositi cal 
who 1 this line ire tror Ot! 
ally and financially, would be hampse 
Byers Expands 

A. M. Byers Company, Pittsburg 
manufacturer of wrought iron, will so 
enlarge its activities to include the 
duction of a broad line of alloy ste 


including stainless 
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a Preserted te 9 
26° 
. F who. oa this 17, dey ~ 


+f aby’ of Denvery, 1941. has 
~ bravely withsteed. for 
P 8 Qverter of o Gen- 
tury. the vicissitudes 
ond vegeries of ex- 
astence inthe 


retrrnel end 
} 


Beaevolent } 
Onder of A 
Reinhold 


Officers, department heads, and veteran 
employes of Reinhold Publishing Company 
presented this scroll to Francis M. Turner 
at a luncheon, Jan. 17, commemorating a 
quarter-century of service as technical «d'tor, 
vice-president, and president of the Chemi- 
cal Catalog Co., Inc., and vice-president 
of its successor, Reinhold Publishing Corp. 


CONTINUED FROM PaGeE 19] 


Salesmen and Letters 


giving the salesman a trial order—and 
he has made De Long his source of 
supply ever since. In a report ac- 
companying the initial order, the sales- 
man said this about the mail support 
he had received: ‘I appreciate the 
help the home-ofhce has given me in 
‘softening up’ this buyer. 1 doubt if 
| could have landed the account alone. 
At any rate, it would have taken me 
much longer.” 

This mail coéperation need not be 
confined to letters following sales- 
men’s calls. It may embrace many 
other types of letters, including these: 

Letters preceding salesmen’s calls; 
letters, for instance, emphasizing cer- 
tain salient features of a product or 

line; letters about forthcoming price 
hanges; letters intended to sell pros- 
pects on the dependability of a firm; 
etters announcing a new sales policy 

a special offer; letters explaining 
vhat you are prepared to do to help 


our customers sell your line. 


Letters of congratulations and well 
ishes. Is a buyer busy with a sale 
hen the salesman calls? Drop him 
line expressing the hope that his 
le turned out to be a pronounced 
iccess. When he visits a_ certain 
ore, is the salesman greeted by a new 
iver? Write the buyer a letter of 


ngratulation and well wishes. Has 


prospect been obliged to build a new 
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store or factory, or an addition to his 
old one, to accommodate increased 
business? Congratulate him, in an ap- 
propriate letter, upon his progress. 

Letters of sympathy. Write a brief 
letter of sympathy to a buyer from 
whom death has taken a dear one; to 
1 buyer who has suffered injuries in 
an accident; to a prospect whose store 
or factory has been destroyed by fire. 
And so on. 

When thoughtfully planned and 
properly timed, letters like these, as 
well as many other kinds to fit special 


situations, are of invaluable help to 





salesmen in their efforts to garner the 
business of hard-to-sell buyers. 


Porter Completes Quarter 
Century at Harris-Seybold-Potter 


H. A. (Harry) Porter, vice-president in 
charge of sales, Harris-Seybold-Potter, 
Cleveland, completed twenty-five years ot 
service with that organization on Feb. | 


Urtel Heads Hewitt Advertising 


H. B. Urtel is now directing the ad 


vertising activities of Hewitt Rubber Cor 
poration, Buffalo, succeeding F. G. Coo 
ban, vice president, who no k nger is in 
active charge of the advertising depart 
ment 


Registered 
for ihe Draft! 


“Conscription” is an old story to the readers 
of EXCAVATING ENGINEER. Over 37 years 


ago our conscription of buyers of excavating 


machinery* by tested controlled circulation 


methods of market coverage was started. 


Since 1905 registration and re-registration 


with inquiries and orders has gone on year- 
after-year both in our publication office and 
in the offices of our advertisers. 


This ‘‘draft’’ is one it would pay you to 


investigate. 


“for dirt, ore, rock, sand, gravel . . . digging,.haul- 


ing, blasting, drilling .. . 


everything used in the pit. 


Ask to see a report or NIAA publisher's statement 


EXcAVATING ENGINEER 


1014 Monroe Ave. 


South Milwaukee, Wis. 


for reaching the water well drilling industry use “The Driller’ 


| CONTINUED FROM Pace 26] 


Specialized Marketing 


obliged to sell their surplus to larger 
refining units with the proper market 
set-up, who naturally make the mar- 
keting profit by buying and reselling 
wholesale throughout the world. 
Briefly, it’s a simple matter of arith- 
metic to explain why it’s more eco- 
nomical to have a market organiza- 
tion sell your products, provided the 
market organization can do it at five 
dollars a product w hereas it costs you 
ten. Though that was, and still is, 
the basic principle of our operations, 
there’s nothing new about the idea. 
Brokers and sales agents work on the 
same _ five-dollars-is-cheaper-than-ten- 
theory. But Alliance wasn’t going into 
We were call 


ing ourselves oil marketers and spe 


business as oil brokers. 


cialists, if you will, because we were 
convinced that was the way to sell 
natural raw materials, It was a unique 
idea tor 


hunch it would work. 


petroleum, but we had a 


Now what’s the difference, you ask, 
between a broker and a marketer? 
In theory, none Broker or mat 


keter, both profit by selling a com 


pany's products economically. Both 
sell to wW holesalers only In practice, 
though, there’s a big difference. It’: 


this difference that has brought Alli 
ince success in the oil industry. It’s 
this that has increased our sales 100 
per cent each year in the five years 
we've been in business 

Primarily, Alliance acts as princi 
pal in every sale of oil it makes. That 
means we assume the credit risk and 
can be sued if we don’t pay, whereas 
brokers, acting as go bet w eens, sell on 
commission and are not liable. Fur 
thermore, we're responsible for the oil 
being delivered at its destination, and 
for tankage facilities along the way. 

It is easy to see the advantage this 
kives Us. W e can pick and choose the 
oils we want. We take what God gave 
the refiner and find a market for it 
Or to put it unother way, we sell oil 
by specification, according to what is 
needed to do the job. 

Suppose we are dealing with a re 
finer who makes five products, Alli 
ince may sell just two of those prod 
ucts because we know that those two 
ire best suited for a certain purpose. 
His other three products we do not 
sell, bec tus we know W here we can 


' 


t better oils to do the job ot those 


three 
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DEFENSE COMES FIRST 


To meet the needs of the National 
Defense Program, plus the 
normal demands of peace, a 
vast expansion of our already 
greatly increased production 
capacity is being speeded. When 
the emergency is past, there will 
be more Aluminum available 
than ever before. 

Meanwhile, if you can’t get all 
the Aluminum you want when 
you want it, remember Alumi- 
num is helping you by helping 
to meet the National emergency. 











This little box is now appearing in all ad- 
vertisements of Aluminum Corporation of 
America emphasizing the company’s all-out 
codperation in the defense program and 
asking customers to be patient when deliv- 
eries are delayed because of the emergency 


Anyway, there’s where the broker 
runs into trouble. He represents this 
company and he has five oils to sell. 
He probably understands the oil busi- 
ness and knows that those two oils 
are preferable to the other three. 
Nevertheless, he must push all five. 
Sometimes he succeeds, but often he 
doesn’t. 

Naturally, capital was needed to es- 
tablish a marketing organization that 
cts as principal in oil sales. Yet spe- 
cialized knowledge of oils has turned 
out to be of greater importance. We 
could have had all the money in the 
world, but if our personnel hadn’t 
known the oil market, and known the 
types ot oils needed, we'd still be strug- 
gling along, trying to get on our feet. 

Any new business is hard to estab- 
lish, and oil marketing is no different 
from anything else. Refiners were 
skeptical. We had to convince them 
that Alliance was completely inde- 
pendent, not dominated by any one 
company, group of companies or by 
iny special interests. The economy of 
our marketing plan appealed. That 
we would act as the principal was an- 
other stroke in our favor. But did we 
understand oils? Did we know the 
world markets? 


Alliance showed them that, al- 
though a small company, it could sell 
oil for cosmetics as well as for avia- 
tion, paper making and so forth. It 
proved its knowledge of world mar- 
kets, and its ability to sell oil in all 
languages, weights and volumes, thus 


relieving American refiners of the task 





of dealing in terms other than their 
own. 

Today, Alliance’s business has ex- 
tended beyond the Pennsylvania in- 
Refiners from all parts of 
the country bring us their oil prob- 
lems, tell us what they have, and ask 
where there’s a market for these par- 
Similarly, buyers tell us 


dependents. 


ticular oils. 
their needs, and it is up to us to sup- 
ply them with oils, tailor-made to 
their requirements. 

Call it specialized marketing, if you 
want—or call it common sense. It’s 
selling the right oil to the right cus- 


tomer. If it works for petroleum 


it'll work for other natural industries 


in which this country is so rich. 


Jolly Leaves Caterpillar 
For LaPlant-Choate 


Fred Reed Jolly, whose pictures ol Cater 
pillar Tractor products at work have 
earned him the reputation of one of the 
country's outstand 
ing photographers, 
has resigned his po 
sition as chief pho 
ographer tor Cater 
pillar Tractor 
Company, Peoria, 
Ill. to become ad 
vertising manager, 
LaPlant-Choate 
Mtg Company, 
Cedar Rapids, la., 
earth moving ma 
chinery manufactur 


ers He will have 


charge ot ill the 





FRED R. JOLLY 


company’ s idvertis 
ing and allied activities 

Mr. Jolly began his career as a phot 
rapher in 1926 with the Kelley Film | 
oratory, Oakland, Calif., a few years later 


being appointed manager of the company 


bh 
i 
t 


In 1931 he organized an advertising agenc 
in Berkeley, Calif... rtly after estat 
lished his own business as a_ free-lanc: 


and she 


photographer, covering central Californ 
His association with Caterpillar Tractor: 
Company started in June, 1934, when h 
was assigned as motion picture cameramat 
for the company at Peoria. His work 

that capacity was outstanding, and he 
soon became Caterpillars chief photog 


Lf apher 


Promotions at 
Bell & Howell 

J]. E. Huber, formerly with the sak 
engineering division, has been promot 
to assistant sales manager, Bell & Howe! 
Chicago Robert H | nseld, torn erl 
issistant advertising manager, has been ay 


Lloyd M 


’ 


pointed advertising manager 
Ryan has been advanced from assistant 
manager sales engineering division, a! 
Robert H. Moulton, formerly an assista 
in the personal equipment division, 
heen made manager of that department 
succeeding J. L. Goodnow, who was 
cently called to accept a commissior 
United States Army 


Hackett Gets Anchor Hocking 


M J Hackett. New York, has beer 
tained by the Anchor Hocking Glass C 


poration, Lancaster, O., to handle its 


vertising 
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THE HILL RADIAL 
COOLING UNIT 









requirements for business-minded sell- 


ing. After making a speaking tour 






through the west, he found it neces- 






: 
5 


sary to humanize his talks in order to 






suit a less high-hat and less literate 





audience than he had been accustomed 





to in Boston. Of his experience he 





said: “It is necessary that you should 






know the people. If you have no un- STANDARD Ou 







derstanding of them, they will have COMPANY 





no understanding of you.” 





ical engineering is reduced to its simplest terms with x 
ations like this that indicate the operation features That advice carries through the 


three steps I have emphasized for busi- 









ness-minded engineers, namely: 


















































CONTINUED FROM Pace 23] 1. SEE IT through the eyes of the 
user; 


+ 


Catalogs to Help Buyer 2. SOLVE IT with a dollar sign; 
3. SELL IT in the customer’s lan- 

of interchangeable sections.” “You guage.” 

can add on as your business grows.” 





“See what I mean?” the salesman Department of Commerce Issues 


questions. “These sections are sep- Revised Publications 
irate. If today you need a cooler this In an effort to bring up to date busi 
ness data collected throughout the United 


large and if tomorrow you want a still : 
: States and from all parts of the world, the 











larger cooler, you just buy a couple Bureau of Foreign and Domestic Coin 
more sections and add them, as shown merce, Washington, D. C., has inaugu 
by the shaded part of the picture, and om _ preety. pod oo Above are a few of the many well- 
rogram 0 Plac 0 ‘ 
presto! you have a larger cooler. It is separate bulletins, pamphlets, reports, and known trade names that have been 
eats’ tie scala sesiadicels thecetelese Giasiused saan sold to civil engineers”. These 
SS es, oS ee ee lly leading advertisers agree on two 
old cooler in order to install a larger 1 ‘Domestic Commerce Weekly.” counts: 
one, as formerly. Think of how that containing news of interest on various 1. The civil engineer is a vital 
will save vour money!” phases of domestic business activity. factor in the specification and 
2. “Foreign Commerce Weekly,” con purchase of their products. 
Now, to save your time, I'll skip a taining foreigt business news, broken 2. Civil Engineering is read by 
couple of pages. See here—'‘No other dows ~ 4 pines commodities ‘a the top men in this field. 
3 urvey of urrent Business,” a 
efrigerator is so easy to clean. Com- monthly periodical and weekly supplement Advertising in Civil Engineering 
a this steel cooler with water- containing current data on general busi gets more individual attention, 
_ ; ness conditions more influential readership as 
aked wood. Need I say more to 4 “International Reference Service,” proved by the Fortune Survey 
translate the features of this construc- loose leaf reference service containing data You, too, can best seli your prod- 
tion into advantages for the user? on economic and financial conditions in ucts to the civil engineer through 
foreign countries prepared by the Bureau's the direct appeal of their own pub- 
Again, we have another valuable international divisions i lication, Civil Engineering. 
ew feature—the Hill radial cooling ¥. “Industrial Reference — Service, 
a a Sle ke 7” loose leaf reference service containing com The Civil Engineer reads 
nit. Here, for the sake of the mer- modity and industry data prepared by the 
hant, we have tried to reduce techni- Bureau's industrial divisions 
il features into simple, understand- ,.. Econom Reference Service, 
, _ oose leaf reference service containing data 
ble terms. The picture helps the sales- prepared by the Bureau's basic problems 
nan to show the system of air circula- divisions on such subjects as national in 


come, distribution cost accounting, etc 
tion; the text tells its advantages in am rans yo 8 
§ Separate Reports of Wide Inter 


ords that can be used without est,” such as balance of international pay 


hange if the salesman is too lazy to ments, foreign commerce and navigation, 
, : stowage of ships, cargoes, etc 


: : 
iraphrase for himself. For example: 8. “Specialized Statistical Statements,” 
This is no ordinary cooling unit. It such as gold and silver exports and im 
ks different and works better. Coo! air ports, value of U. S. foreign trade in 
vs out from around the complete circle merchandise by geographic divisions and 
ts circumference, through louvres leading countries 
direct it outward and upward, so 


the cool air stream first strikes walls 


_". “American Aviation” Title 
eiling rather than hanging meat. As 


esult, you have less dehydration; that Declared No Infringement 
ns less weight loss and more profit The title of the magazine American 
\ catalog of this type not only Aviation, published by American Aviation 


Associates, Washington, D. C., has been 
, declared by the United States Court of 
ips to clarify it by means of graphic Appeals for the District of Columbia not 
to be an infringement of the title of the 


McGraw-Hill publication, Aviation. The 


tides the talk of the salesman, but 


istrations and corroborating facts 














hgures. Being genuinely useful to court held that registration ot the latter 
n, he uses it freely. name was invalid because it was descrip 
tive. McGraw-Hill was the plaintiff in the 33 West 39th Street @ New York, N.Y. 


Ralph Waldo Emerson outlined the 


case 
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[| CONTINUED FROM Pace 21] 


Calendar Review 


production of an oil painting of the 
Liberty Bell. 

A new technique is seen in the 
Link-Belt Limited calendar which 
carries a tip-on of a full color repro- 
duction of a painting, “The King’s 
Escort.” With one exception all 
other pages present product applica- 
tions in black and white. The June 
sheet carries a color view of “Barbara” 
in a rose garden. Barbara is a charac 
ter who has been popularized in Link- 
Belt Limited promotional literature 
just as has been done with “Claire” 
by the parent company in this coun- 
try 

The strong scratch board drawings 
of Bertrand Zadig feature the black 
and white calendar of U. S. Pipe and 
Foundry Company. The drawings 
depict various stages and types of in 
stallations of the company’s product, 
such as are used in its advertising. 
The production was handled by the 
company’s agency, Alley & Richards 
Company. 

\ lot of feminine charm is exhib 
ited in the group of calendars pic 
tured this month. This includes the 
striking color presentations Ww hich 
quickly exhausted the supply of cal 
endars for Champion Pneumatic Ma 
chinary Company, American Ham 
mered Piston Ring Division of Kop 
per Company, and Federal Motor 
‘ruck Company. Union Special Ma 
chine ¢ om pany is more practical with 
its use of femininity, using models to 
illustrate the daintier garments pro- 
duced on its sewing machines. When 
the date pad is opened up on its spiral 
binding, two pages of technical data 
ire brought to the attention of the 
user; folding up the next one exposed 
the following month and a new illus 
tration. The calendar of the United 
States Rubber Company has a some- 
what similar arrangement with its 
date pad, the month sheets being in- 
terleafed with an application view 
with short caption. The calendar 
carries the address and telephone num- 
ber of the nearest U. S. Rubber 
branch, which follows through with 
the practice used in its direct mail 
work. 

Thompson Products, Inc., issued 
inother of its series of deluxe twelve- 
page calendars which tie in with its 


wWtivities in the urcratt industry and 
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Not only the girls, but engineers like the 
Johns-Manville calendar which includes a 
polished metal mirror, a feature of some 
year's standing which is repeated by request 


the Thompson Trophy which it spon- 
sors each year at the air races. This 
year’s calendar comprises twelve re- 
productions of Charles H. Hubbell’s 
paintings of pioneer aircraft, starting 
with the Wright Brother's biplane in 
1903 and ending with the Benoist fly- 
ing boat in 1914. Each picture carries 
a short historical sketch. As customary 
with preceding issues, a set of the 
twelve lithographs suitable for fram- 
ing is Offered at $2.50. 

American Hair & Felt Company 
ties in with the spirit of the day with 
a dramatic picture “America” featur- 
ing battleships and fighting aircraft 
with the Statue of Liberty silhouetted 
in the background. Insignia of the 
world war forces of the U. S. are 
shown around the bottom. Warren 
Webster & Co., show buildings in 
which their heating equipment are 
used. The calendar is produced in 
three colors and has especially legible 
figures. The past and future dates 
are labeled “Last Month” and “Next 
Month.” 

He ppenstall Company uses a gen- 
uine hand-hammered aluminum back 
from the forge of Wendell August to 
hold twelve monthly date sheets. A 
business reply card in the fly sheet 
may be sent in to assure a replace- 
ment calendar pad next year. Every 
dog fancier, and many others, would 
welcome a copy of The Heald Ma- 


chine Company calendar featuring a 








large photographic reproduction of a 
different breed ot puppies each month. 

Received too late to be illustrated 
were Hewitt Rubber Corporation’s 
twelve-sheet showing a dramatic 
sports scene on each page, and the 
Cincinnati Milling Machine Com- 
pany’s calendar artistically presenting 
a different machine from its line each 


month. 


G-E Announces 
Several Changes 


D. S. Mix who has handled publicity 
work for General Electric ever since hs 
joined the company in 1917, directly afte: 
graduating from the 
Shefheld Scientific 
School of Yale Uni- 
versity, has been 
placed in charge of 
the company’s me 
dia and publishers’ 
relations, formerly 
handled by the late 
F. R. Davis 

In 1929 Mr. Mix 
was made copy chief 
of the publicity de 





j 
partment in addition 
to his duties as con 
tact man, and since D. S. MIX 
1932 has dev ited 
his time to publicity department traini 
programs, personnel, and special assig 
ments which he will continue to hand 
His headquarters will remain at Schen¢ 
tady 4 


John P. Rainbault, formerly manager 
electric clock section, at Bridgeport, Cont 


has been named manager, air conditionir , 


ind commercial refrigeration department 
Bloomfield. N. ]., succeeding Stuart M 

Crocker, who recet tly was made Vice i 
president concerned with customer rel 

tions 


T. A. Abbott. formerly in charge 
commercial work in the meter divisior } 
Schenectady, has been named manager 
sales 

F. E. Fairman, Jr., formerly manager 
sales, switchgear division, central stati 
department, Philadelphia, has been 
pointed assistant manager, and J. D. Hoff 
man who served as Mr. Fairman’s assista 


has been promoted to manager of sales 


Three Promoted at Bryant 


C. F. Cushing has been promoted 
sales promotion manager, D E Leslie 
advertising manager, and H. W. Heister 
kamp to manager of the air condition: 
sales department, Bryant Heater Compat 
Cleveland 





Mitchell Appoints Nickel 
The Mitchell Mfg. Company, Chicag 


maker of lamps and fluorescent fixtures, 
has appointed Edwin A. Nickel advert 
ing and sales promotion manager. Bus 
ness papers will be used in a campaig 
planned for 1941 


Watson-Stillman Appoints Tyson 


O. S. Tyson & Co., Inc., New York, 
been appointed by Watson-Stillman C 
pany, Roselle, N. J., to handle promot 
of its hydraulic equipment and ftorg 
steel fittings 
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CONTINUED FROM Pace 25 | 


Direct Mail 


of interest in changing to new items. 


Fibre we use in certain machine 
parts. Two out of three pieces went 
to our engineering department to keep 
them informed. 

Electrical items and motors are used 
both in plant and in our machines sold 
to customers. Our head of the manu- 
facturing department is vitally inter- 
ested in these and as a consequence 
most of the literature on this subject 


s forwarded to him. 


Roofing supplies are persona non 
vrata as we had our office and plant 
roof completely repaired this past sum- 
mer. For some years to come we are 
out of the roofing supplies market and 

would be useless to file material 
on it as by that time something new 
n that line may appear. 

Auto tires. We buy few for per- 
delivery 
No need 
Auto 


rucks folders also went to the waste- 


sonal use and have a new 
truck with brand new tres. 


for keeping letter and folder. 


isket. 

Blast cleaning is not used in our 
plant. Cutting oils we have standard- 
zed and therefore are not interested 
nm anew item as Our uses are so small. 
Fuel oil is contracted and prices are 
ised to check against our contract 
rice. We buy no spot deliveries, 
hence are not much interested in other 
fuel oil letters. 


Direct mail advertising has its pos- 


sibilities but then it has strenuous 
mmpetition with King Wastebasket. 
In our particular business the hungry 
basket welcomed 43.4 per cent of that 
ul. And in our instance this per- 
ntage may even be considered low. 
Yet some of those pieces passing on- 
rd to other departments may have 
t their doom in other wastebaskets 
have no 


which we unfortunately 


OW ledge. 
Advice to Advertisers 


There 1s his to say to direct mail 


ertisers: 


Purchasing agents and technical and 


inufacturing men like their direct 


| 


advertising (letters, folders, 


adsides, booklets, or what-have- 
1) factual and above all brief. 

\ctual performance with a manu- 
cturing organization counts more 
in anything else and any reference 


such actual performance by your 


product is certain to be eagerly 


watched for and read. 
Don’t exaggerate. Tell 
if you can show savings by small per- 


facts and 


centages (be conservative) they mean 
more than you realize to a large con- 
cern interested in both small and large 
economies. 

Be concise—write it plainly and 
simply. 

You can be funny—you can _ use 
clever advertising to which we don’t 
object (and very often admire)—but 
you must be factual. 

That’s all there’s to it. Don’t for- 
get that a good advertising folder, let- 
ter, etc., is just sincerity plus sim- 
plicity, and most purchasing agents 


and superintendents will read it. 


Books 


New editions of particular interest to 


advertising and marketing executives 








How to Make Type Readable 


; 


Serving as a manual for typographers, 
printers and advertisers, “How to Make 
Type Readable” is the culmination of a 
twelve-year type study by Donald G 
Paterson and Miles A. Tinker, both of the 
psychology department of the University 
»f Minnesota. This investigation of type 
involved 66.000 reading tests of type style. 
size, leading, width of line, width of mar 
gins, color and finish of paper, etc., di- 
rected toward making type more readable 
Harper & Brothers, New York, are the 


publishers Price, $2.50 


Speak Up for Democracy 


Because today millions ot 
Americans who are not in sympathy with 
American Democracy, preferring instead 
the polici and institutions of Soviet 
Russia, Nazi Germany, and Fascist Italy, 
and because within the 
country care little or nothing for Ameri 
Edward L. Ber 


relations expert, has writter 


there are 


these enemies 
can ideals and realities, 
nays, public 
a comprehensive treatise on how to coun- 


1 
teract these elements, outiining methods 
lor furthering the acceptance and support 


of Democracy 


In addition to a lucid exposition of 
democracy as a way of life, Mr. Bernays 
otters practical suggestions tor action He 
proposes the utilization of every modern 


vehicle of public opinion; he shows how 


holidays and other 
] 


he en ployed as “springboards” lor de MO 
: 1 
} 


celebration days ca! 


racy ie analyzes the role of the news 


paper, magazine, radio, motion picture, 
and direct mail in the campaign; and he 
tells how forum discussions can be har 
nessed for the dissemination of facts re 
garding democracy 

Consisting of 128 pages, the book in 


cludes lists of business, | 


social welfare, and 
civic organizations, and _ paraphernalia 
needed for the conduct of a public rela 
tions drive to mold public opinion for 
democracy Published by The Viking 
Press, New York. Price, $1 
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HARDEST 
HITTING 
ADVERTISING 


In the Nonmetallic- 
Minerals Industry 















Write for 
free mar. 
ket survey 
for your 
Products. 


\) av 






\ 
A well-\\ 
planned \\ 
campaign 


is half the | 
battle. \ 





LILI II} 


PIT and QUARRY 


907 Rand McNally Bldg., Chicago, Ill. 




















98 
National Advertisers 
181 
Regional Advertisers 
40 
Advertising Agencies 


use 


ConstRuUcTION 
Dicesr 


to sell a $600,000.000* 
Works Market in 


diana—Ohio. 


Public 


IHlinois—lIn- 


nel 


CCA 


eee 


“For your official forecast of 
how and where these funds 
will be spent in 1941 .. . write 
or wire Construction Digest, 215 
E. New York St., Indianapolis. 
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DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 


We Clip Magazines— 


some 3,000 of them in all these 
lields—promptly, carefully and 
intelligently — 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 








The $5,000,000,000 


TELEPHONE INDUSTRY 


is served monthly by 


Fortn igh tl, y 


TELEPHONE ENGINEER 


The ONLY trade journal reaching EVERY telephone 


el Ue Ue a ee 


10,500 Circulation 


Advertisements Bring RESULTS 
Write for information 
7720 Sheridan Road Chicago 
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Time Limit in Contracts 


ing announced is in accord with the 
great weight of authority on the point 
involved. This to the effect that the 
question of time limitations and con- 
ditions, under which a buyer of ma- 
chinery may be required to give no- 
tice of defects, may validly be cov- 
ered in a contract of sale, whether 
coupled with an express warranty or 
not. 

Here, in the case reviewed, the de- 
fendant, buyer, apparently paid no 
attention to the provision for notice 
of defects whatever, until the dispute 
between the arisen. 
Whether this resulted from a mere 


oversight, or from a misunderstanding 


parties had 


as to the importance ot compliance 
therewith, the report does not disclose. 
But, be that as it may, such failure 
to give notice had the legal effect of 
barring the counterclaim for damages 
based on alleged breach of warranty. 

Concededly, provisions of this kind 
are frequently absolutely necessary for 
the protection of the seller of machin- 
ery and equipment, especially when 
sold under a right of trial. As for 
the buyer, they are equally valuable 
in fixing his rights and obligations 
under the contract, and so long as 
complied with are a source of protec- 
tive value. 

In the light of which, such con- 
tract requirements are deserving of 
careful attention by both sellers and 
buyers when they are entered into. An 
oversight, or a misunderstanding here, 
may quite easily prove costly in more 
ways than one to one or both of the 
parties. For, as illustrated in the case 
reviewed, “Time limits for notice of 
defects in machinery purchase con- 


tracts mean what they say. 





xk*KkKk* 


WOOD PRODUCTS 

VENETIAN BLIND DEALER 
BARREL & BOX & PACKAGES 
PRODUCTOS MADEREROS 


(Latin-American Edition of WOOD PRODUCTS) 


FACTS AND FIGURES for industrial marketers regarding these 
big markets will gladly be sent on request. 








Publication office, 431 South Dearborn St.. Chicage, Ul. New Vork Office, 152 W. 42nd St.: 
Phone Wis. 7-9043 Cleveland, Caxton Bldg... 
BReacen St.. Brookline. Wass. : 


Phone Main 3341. New England office, 1501 


Phone Aspinwall 8480. 
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Industrial 


expositions 








Feb. 10-12. Concrete Industries Exposi 
tion, Chicago. 400 West Madison St., 
Chicago 

Feb 25-29 if 
America, Boston. 33 
New York 

Mar. 7-22. National Oil Burner Progress 
Exhibition, Philadelphia 30 Rocke 
feller Plaza, New York 

Mar. 10-13. National Railway Appliance 
Association, Chicago. 208 S. La Salle 
St., Chicago 

Mar. 24-29. Machine & Tool Progress 
Exhibition, Detroit Frank Shuler 
Chrysler Corporation, Detroit, Mich 

Apr. 1-4. Eleventh Packaging Expositio: 
and Conference, Stevens Hotel, Chi 

32 Madison Avenue, New York 

3-25. Petroleum Industry Electrical 
Association, Tulsa, Okla. Box 2412 
Houston, Tex 

Apr. 28-May 1. American Mining Cor 
gress—Coal Show, Cincinnati, O. Mur 
sey Bldg., Washington, D. C 

May 19-23. Western Metal Expositior 
Los Angeles 7301 Euclid Ave.. Cleve 
land 

May 26-29. National Association of Pur 
chasing Agents, Chicago 11 Park 
Place, New York 

June 10-13 Radio Parts National Trad 

53 West Jackson Blvd 


Advertising Federation of 
) W. 42nd St 


Show. Chicago 
Chicago 

June 11-14. American Society Mechani 
cal Engineers (Oil and Gas Division) 
Kansas City, Mo. 330 West 42nd St 
New York 

June 16-29. American Industrial Bank 
ers Ass'n, Colorado Springs, Colo. 128 
East Wayne St., Fort Wayne, Ind 

June. 22-25. American Water Works 
Association, Toronto, Ont., Can. 22 
East 40th St.. New York 

June 23-27. American Society for Test 
ing Materials. Chicago. 260 Sout 
Broad St., Philadelphia, Pa 

June 26-27. Lake Superior Mining Se 
tion of the National Safety Council 
Duluth, Minn. 18 Federal Bldg., D 
luth, Minn 

Aug. 25-29 National 
Power Engineers, Baltimore 
Adams St., Chicago 

Sept. 29-Oct American Mining Cor 
gress-Metal Show, San Francisco. 30 
Munsey Bidg., Washington, D Cc 

Sept. 29-Oct. §. American Poultry Cor 
Uress, Waterloo, la E 5 Estel, Sec 
Mer . Waterloo, la 

Oct. 6-10. National Restaurant Associ 
tion, Chicago. 666 Lake Shore Drive 


Association 


176 West 


Chicago 

Oct. 6-10. National Safety Congress 
Exposition, Chicago 20 N. Wack 
Drive, Chicago 

Oct. 20-24. National Metal Expositior 
Philadelphia. 7301 Euclid Ave., Cle 


land 


Lewis Opens Model Shop 


A. Steven Lewis, formerly design eng 
reer, Barnes & Reinecke, Chicago, h 
established his own shop in Chicago as 
custom model builder for manufacturer 
plastic molders, architects, display housé 
advertising agencies and others who 
interested in scale or to-size models 
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O.K. as Inserted 


Six Wright Plants Running 24 Hours 
: Day for Defense.” Carborundum’s 
How to Slice a Meteorite!” . . . Buffalo 
“What! a Fan with Rubber 
Glove?” . .. Anaconda Wire’s “Some 
ll ic the “SLAUGHTERHOUSE’.” 

Corning Glass’ “TORTURED for 
s Years Without Complaint” . . . Bell 
System’s “Said the Electrical Mouth 
to the Electrical Ear .. .” (a great 
d) ... Lapp Insulator’s, “THREE 
MILLION POUNDS on This Piece 
. Callite Tungsten’s, 


pushes 50 kw. to 


rorge s, 


of Porcelain” 
The tube that 
town”... New Departure’s, “Inside 
It’s Always Raining” Cop per- 
ld Steel’s, “Buy breaking strength 
(layout 
daisy, too) Philadel- 
"At the POWER SHOW 


Famous Valve 


nd life . . . not diameter” 
fresh as 
lad Gea 
Did you notice § 
Manufacturers prominently displayed 
Limitorque Valve Control!” (the best 
Philly Gear ad we've seen in a long 
see p. 42] . Thew Shov- 
19 WAYS TO MAKE MONEY 

IN *41 
Boo-of-the-Month — to 


idvertisers who are practically 


the 100 


lrooling “Defense” at the mouth— 
10 are entirely too frivolous with 
eir flag-waving and syrupy in their 
entiment. Our recommendation—do 
the kind of a sincere and useful job 
Warner and Swasey has been doing, 
stick straight-forwardly to your 
itting as do Linde Air Products 
th, “Here is what LINDE has to 
fter you—to help put across your 
duction Program in the Least Time 
it the lowest cost.” 


THE Copy CHASERS. 


Changes at 
Oil & Gas Journal" 
Llovd Cain, tor hiteer years New 


resentative, The Oil and Gas 


rey 
i been made advertising man 
Nit at: idguarters it Tulsa Okla 
ec i Klappenbach who will 
ice-president of the publica 
ve reside Dnilling and 
Eg ’ Dir . 
| I viecy I ‘ 1 Tul i 
Mr. Ca New York 


enyon Joins Superior Coach 


k Kenyor formerly with 

Drainage Products Association and 

entl in account executive with 

Swink Advertising Agency, Ma 

) ‘ resigned to become advertis 

‘ Supe ( ( pany 

) Mr. Ker ist president 
Cr nat | Advert 


1941 Sales-Credit Guide 
Issued for Latin America 

The American Foreign Credit Under 
writers, New York, has published the nine 
teenth annual revised edition of the Maz 
ket Guide for Latin America. In its main 
section, the new Guide lists and rates over 
50,000 active buyers, distributors, sales 
agents, etc., handling American products 
in all countries of South and Central 
America, Mexico, Cuba, Puerto Rico, and 
the West Indies 


Rickard Appointed 

The Preload Company, Boston and 
New York, designers and builders of “The 
Preload System™ of concrete construction, 
has appointed Rickard & Co., Inc., New 
York, to handle its sales promotion 





THE MAGA 


— AND THE! 


ZINE OF INDUS 
g SALESMEN. 


Matson Switches to Dodge 


Resigning as director of public relations, 
Libbey-Owens-Ford Glass Company, To 
ledo, Carlton K. Matson has joined Martin 
Dodge, chief associate of Walter Dorwin 
Teague, New York, industrial designer, in 
the formation of an industrial and publi 
relations partnership with offices in New 
York. G. P. MacNichol, Libbey-Owens 
Ford vice-president in charge of sales, will 
continue to direct advertising and pub- 
licity of that company as no successor to 
Mr. Matson will be appointed immediately 


Hosler to Kane Advertising 

Lyle Hosler, who has been connected with 
Caterpillar Tractor Company, Peoria, for 
over eleven years, has resigned to manage 
the Kane Advertising Agency, Peoria, III 


ee 


TRIAL DISTRIBUTORS 


MILL SUPPLIES 


A McGraw-Hill Publication 
330 W. 42nd St., N.Y.C. 


ABC 
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it is not too early to begin making 
definite plans for representation in the 
Annual Open Hearth and Blast Fur 
nace Conference Number of BLAST 
FURNACE AND STEEL PLANT 


This year the conference wil! be held 
at the Palmer House, Chicago, April 
23-25 


As usual the insert will be printed on 
India tint stock and in addition to 
being part of the April issue will be 
distributed separately to al! those at 


tending the conference 


Make your reservation NOW 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 











HEAT TREATING 
FORGI NG 


The turn of the year finds several 
New accounts advertising in 
HEAT TREATING AND FORG 
ING. Old advertisers are main 
taining their schedules. This we 
believe is good evidence of the 
confidence those companies who 
use HEAT TREATING AND 
FORGING have in its effective 
ness 48 an advertising medium 
We believe HEAT TREATING 
AND FORGING can serve your 
ompany to your advantage if 
your products have a market in 
these fields 


Why don't you let us prove this 
t sine? 


Published by 


STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa 

















What local 








N. LA. A. News 


chapters of the National Industrial 
Advertisers Association are doing and thinking about 








Toronto Gets Conference 
Of NIAA in September 


The annual conference and exposition 
of the Nationa! Industrial Advertisers As 
sociation will be held in Toronto late in 
September as result of a mail vote by the 
board of directors last month The In 
dustrial Advertisers Association of On 
tario will be host to the convention. John 
A M Galilee, advertising 
manager Canadian Westinghouse Com 
pany, Ltd., Hamilton, Ont., is president 
of the Ontario chapter. This will be the 
first time the NIAA conference has been 
held outside of the United States The 
association has another Canadian chapter, 


Montreal 


assistant 


Tony Neher Elected 
President at St. Louis 


Anthony Neher, sales promotion mat 
iger, Century Electric Company, has been 
elected president of the Ir dustrial Mar 
keting Council of St. Louis, succeeding 
Clittord | Boyer pre sident, Kwick-Kut 
Mfg. Company Selected to serve witl 
his vice-president was Charles W. B« 
lar idvertising manager, Carter Carbure 
tor Corp ath wl ha erved the 

i it i ecretary-treas é for the 
ist ear ind Kar E Ne ardt id 
axtiel ger, Metal Goods Corpora 
! i st etar treas ‘ 

Newly elected directors added to the 
hoard include Harry | Fey artist Jar es 
R. Kearney Corporation: Oliver S. Imes, 
1dvertising manager Century Electrix 
( pa Art K ve le assistant sales 


manager, Frank Adam Electric Company 
Charles Tapscott, McQuay-Norris Mfg 


Company: and Robert | Taylor, assistant 





Cyrus S. Ching, director industrial and public relations, U. S. Rubber Company, addressin 
the Industrial Marketers of New Jersey last month. Others in the group are, left to right 


Cuyler Stevens, T. J. Maloney, Inc., New York; 
N. J.; and Ralph N. Hanes, New York Belting and Packing Company, New York, N. 
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advertising manager, Monsanto Chemica 
Company 

The new ofhcers and directors were 
stalled at a banquet Jar 24 


Chicago, New Jersey Plan 
Regional Conferences 


Plans are being drawn by the activities 
committee of the Engineering Advertisers 
Association, Chicago, tor a regional cor 
ference to be held in that city, April 18 
The meeting will be conducted with th 
codperation of the Indianapolis, Muilwai 
kee, and St. Louis chapters of the NIAA : 

Industrial Marketers of New Jersey 
with the cooperation of eastern chapters 
will hold a regional conference in Newark 
March 19. In addition to featured speak 





, 1 4 7s 
ers, four chnics wil “ nel 


‘ 
product design, taxatior ind its effect 
advertising, market and business resear 
ind direct mail 
Pittsburgh Takes Action in 
Commission Controversy 

Charging that the agency . Issk 


system discriminates against industrial ac 
vertisers who do not employ advertisi 
ivencies, the Ir dustr il Advertisu v ( 


cil. Pittsburgh chapter of the National Il: 


dustrial Advertisers Associatior at a spe ( 
cial meeting Jar YY. passe i 1 re solution n ; 
vote of its advertiser and pplier member 
suggesting that publishers 1 Dusiness 

pers illow the same fhitteer ind tw me 


cent discounts is Pranted avencies 
vertisers who place py dire Agency 
ind pubdiisher members were ex sed 


voting 


Wallace W. King, agency head, Cliftor 














Here are the new officers of the Industrial 
Marketing Council of St. Louis, installed 
last month, left to right: Vice-president, 





Charles W. Bolan, advertising manager, 
Carter Carburetor Corporation; presi- 
dent, Anthony Neher, sales promotion 


manager, Century Electric Company; sec- 
retary-treasurer, Karl Ewerhardt, Adver- 
tising manager, Metal Goods Corporation 


which has been de 


business 


e organization, ch 
of whether 


justihed in increas 


ted to discussion 
ner publishers are 
lvertising rates to pay a fhilteen per 
wwency commissior! 
Although the move is an ofhcial ex 
of only local industrial adver 
others from Philadelphia, Cleveland 
of the NIAA partici- 
ind voiced ap 
Philadelphia 
ommittee to 


tl eT chapters 
the discussior 
the action The 
has appointed a 
he the subject among idvertisers, agen 


d publishers to determine whether 


l | 
ay De some Way acceptable to all 
vhich the interests of the non-agency 

‘ ' , oe 
é ma am placed t nore 
: 
e Da 
resentatives oO! the iNlishing and 


, 
fields were heard at the first meet 
ev defended the agency commis 


ystem as a trade practice which has 


led rapidly in the busi ess paper 


luring the last couple of years be 
ivyency sery 
Some busi 


much greater use of 

industrial advertisers 
papers are now receiving as much as 
per cent of their business from 
Ss, It was pointed out, and therefore 
stihied if 
but maintain that rates have not 


] 
alone but 


granting agency commis 


for that purpose 


In contormity to 1 


TAalse d 


cre ased service 


ided circulations 
rtisers who pre sented their View 
it the meeting last month charged 
giving the same discount to non 
advertisers as to agencies is a vio 
t the Robinsor 


Patman act by pub 


places such advertisers at al 


ind 
disadvantage. Several advertisers 

ed that publishers would lose space 
because they 


ippropriations 


, 

event of rate advances 
] 

herety prorate their 

resolutior passed was drafted by 


rd of directors of the LAC and in 


by D. Clinton Grove, advertis 
nager, Blaw Knox Company It 
follows 
ved that the Industrial Advertis 
neil of Pittsburgh finds that the 
certain trade I igazines oft al 








lowing a discount to advertising agencies 
on space sold in their publications is dis 
criminatory against advertisers who do not 
employ an agency and not in accord 
ance with the best interests of industrial 
advertising 

“It is further resolved that the Indus 
trial Advertising Council recommends to 
publishers of such trade magazines that a 
fair and equitable practice be followed of 
giving a discount of fifteen and two per 
cent (or whatever the rate of discount 
has been determined to be), to the agency 
if the advertiser employs an agent or to 
the advertiser direct if he does not employ 
agency service in the preparation of his 
advertising 

“Be it further resolved that a cOpy ot 
this resolution be sent to all other chap 


ters of the NIAA.” 


Ching Talks on National 
Unity at New Jersey 


devote their 


Advertising men should 
talents to promoting national unity and 
developing a common understanding ot 
the nation’s objectives, Cyrus S$. Ching 
director, industrial and public relations, 
United States Rubber Company, advised 
the Industrial Marketers of New Jersey 
at their January meeting 

Since the purpose of advertising is to 
influence public opinion, Mr. Ching 
pointed out that it can be used today 
more effectively than ever before to edu 
cate management, employes and the pub 
lic in the job before the nation 

Stressing that the executive and legis 
lative branches of our government are fel 
lowing a program that they believe rep 





Draft - 
THE 
A.S.M.E. 


CATALOG 


ket 


Grealer 
Sales 


log does that for any technical executive. 





A reference book constantly Coverage 


used during the year. 


Reaches 15,000 in the indus- 
trial and technical market. 


Is @ combined Catalog and 
Directory. 


The only book of its kind in 
the industrial and engineering 


Lists every product of interest 
to mechanical engineers and 
engineer-executives. 





CATALOG AND 
is custom 
engineers. 
from companies who serve the 
mechanical ‘engineer’s needs. Its 
pages contain only data of interest 
to mechanical engineers. 

Its Directory contains the mar- 
source of only 
equipment. 
one field. 
average of 10 products each under 
4000 classifications. Noother cata- 


In the A.S.M.E. Catalog there is no mixture of materials 
and equipment, distinctly belonging to another field. 


SALIENT POINTS 


includes 
A.S.M.E. Members. 


Advertisers receive creferred 
listing in bold face capital 


° A: S ° MA ° E ; 
mae MECHANICAL CATALOG 














AND DIRECTORY 


HE A.S.M.E. 
DIRECTORY 
made for mechanical 
Its catalog pages are 


mechanical 
It is concentrated in 
Over 3500 firms list an 





12,000 type in the Directory Section. 
31st Year of Publication. 


Appears annually, in the 
month of October. 





1942 EDITION NOW BEING COMPILED 


To have your catalog printed as part of this next issee—address 











THE AMERICAN SOCIETY MECHANICAL ENGINEERS, 


AA. 4 mcr > > 
Viidwest Ulhce 205 W 


29 W 39° St. New York 


r 
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ROADS AND STREETS’ 


increase, 


percentage of advertising 
1940 over 1939, was greater than that 
of any of the four leading magazines 


in the engineering field. 


THE REASON? 


More and more, advertisers are real- 
izing that use of space in ROADS 
AND STREETS and in POWERS 
ROAD AND STREET CATALOG 
insures against loss of orders that 


‘otherwise might go elsewhere” 


GILLETTE PUBLISHING CO. 


330 So. Wells St.. 
22 ETA a 


R 
TION 
ONSTRUE ARKET 


Chicago 
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resents a majority of opinion, Mr. Ching 
maintained that industry's job is to coop 
erate in every possible way, whatever pet 
sonal feelings may be 

“Only by 
ments, while retaining common sense and 
ethical principles, industry and labor will 
be able to reach a common ground of un 
derstanding,” he declared Since we are 
faced with potent world-wide changes in 
ideas and practices, Mr. Ching feels that 
industry must become accustomed to deal 
ing with changes, since those who do not 
keep abreast of the times are likely to end 
in disaster when some unforeseen adjust 
ment must be made 

Mr. Ching advised industry to elim 
inate waste, to modernize factories, reduce 
and to codperate with labor, which 


Labor will 


asserted, 


discarding emotional argu 


costs, 
is stronger than ever before 
only become cooperative, he 
when it feels confident in the willingness 


of employers to reciprocate 


Murphy Talks on 
Scientific Advertising 


Put your industrial advertising on a 
more engineering and scientific basis for 
sure results, respect trom management, — 
job security.” advised W D. Murp 
Reincke-Ellis-Younggreen & Finn, ep 
Chicago, before the January meeting of 


the Milwaukee Associati I ot 
Ads ertisers 


Mr. Murphy, 


Industrial 


NIAA vice-president in 
sssional Development,” 
iut articles on “An 
Engineering Approach to Industrial Ad 


vertising, now appearing in INDUSTRIAI 
Manx! <G, described industrial advertis 
vy as al i cepted profession and science 
its scientific trend from 1930 to 1940: ad 
Vertising as having no class distinction 
icCess as dependent upon personal sales 
anship to concern: fallacy of writing ad 
vertisments to pacify management; High 
Priest attitude of ad men to cover up 


shortcomings: writing, placing, and aiming 


industrial ads at a definite objective (avoid 
general hazy hopes or everybody wins at 
titude): wo ork ible ideas as more important 


than outstanding copy 


Opy as being more favorable (mass minds 


personalized ad 


never aflected through one ad) 
demand tor more research 

To keep abreast of their profession, Mr 
Murphy industrial ad 
men ought to smarten up by book reading 


recommended that 


think of work as an engineering problem: 


get a ge od formula tor their product ads 

use some torm of check chart be able to 
: . ‘ 

sell themselves on a qua ified basis spend 


mechanics, more on creative 


NIAA and local chapters 


"True or False" Quiz 
Highlights Philadelphia Meeting 


less time on 


support 


The order ot the day at the Ja uary 
eeting of the Eastern Industrial Adver 
tisers, Philadelphia chapter, was more and 
hpetter idvert sing pr du ti \ Sits we 
ide t the plat ts i the suppher 
ers who held pen | Is¢ 1 < ducted 
erst t | gr Ps anxious ¢ eat 
cw de is a i processes or wil ried tk 
lve proble 110n prod K lines Ir 
idit t these tours nembs vere 
eated t i interesting ispla it phot 
if y ron t ‘ city > est sti i . 1 
W alte King, King ho liscussed 
Lighting Effects Photogray 
He \ N » ' president, S ra 
tr ' chet advertiel 








“True or False” Quiz 


Following are the questions 
“True or False quiz at the January meet 
ing of the Eastern Industrial Advertiser 
Philadelphia. How many can you answs 
correctly?) Answers on page 92 

1. Folio always indicates a page nu 

r? True . False 

2 A bleed page adds 5%, 25% « 
45% to the area of a type page fguri 
7x10 type page on an 834x11% trir 
page? 
3. Photo-engravings are plates mad 
printing purposes? Truc 


used 1n 


tor relief 
False 


4. There is no extra charge for ble« 
ing into the gutter of a publication? Tr 
False 


“stone” used in the composi 
always made of steel? Tr 


5 A 
room is 
False 

6 Photo-engravings are 
completely by photograph 
True False 

7 The 


men selling 


producs¢ 


processt 


average cost per call tor sal 
publication advertising 





$3.50. $6.50. $16.50 or $26.50? Tr 
False 
8 “Quoins” are used in the pr 
room? True ‘alse . 
9. “Dragon's Blood” is used in pr 
ers ink? True I alse 


10 A “composing stick” is made 
wi vod j True I alse 
11 Halftone 


fidelity are always obtained trom the sai 


reproductions 


piece ot COPpy ? True I 
12. Standard Rate and Data of Sey 
tember, 1940, states the number of re 
nized business papers published as 1,40¢ 
1.584, 2,362, or 3,714? 
13 There are twelve lines of 12-p 
to the inch? True I 


14 A coupon can take up 40% 
an advertisement placed in a public iti 
which under postal regulations has bee 


granted second-class mailing — privileg: 
True False 

15. Publications can accept 
pending the settlement of a claim 


patents or trade marks are being infring 


adv ertis 


’ 


upon? True False 
16. A pound of “gold” or any met 
ink is heavier than a pound of lig 
“news ink? True I 
17. Line and halftone are the t 
general classes of plates made by ¢ 


photo engraving process? True 
False 
18 A sheet ol paper can be cl 
half on a printing press while the si 
is being printed? True I 
19 Sixteen quires ot Bond paper 
more than twenty? True I 


narrow engravings cos 


than square ones? True I 
21 \ 32-page book s cheaper t 
thar 1 28-page book? True 
False 
22 A publicatior granted = s« 
| 


class mailing privileges can use at 


furnished by a sandpaper manuta 


printed on the back of his product 
ly, a sheet of sandpaper? True 
I Lis¢ 

23 You can have a linotype s! 
inches long? True I 
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inagers should freely criticize any etfort 
the part of management in pushing 
ms that were unprofitable to the manu- 
cturer from the standpoint of the factory. 
The highlight of the evening was a 
True or False’ quiz on production con- 
xcted by Fred H. Gloeckner, president, 
r. A. Winchell & Co., Inc. Winners of 
his contest were William H. Collins, Scott 
Paper Company, and William McGee, 
Frank Jacobs Printing Company, both ty- 
tor first place with twenty-one correct 
swers The “True or False” question: 
ire is reproduced herewith 


t 


Heinritz Tells What P.A. 
Expects of Advertising 


Stuart F. Heinritz, editor, Purchasing 
ke last month before the Engineer- 
Advertisers Association, Chicago, and 
e Industrial Marketing Council of St 
Lous on “What the Purchasing Agent 
Expects from Advertising.” His talk is 
presented at length elsewhere in this issue 


New England Hears Walter 
on Direct Mail 


Under today’s changing conditions, di- 
ail is becoming of greater importance 
ever before.” L. Rohe Walter, ad- 

Flintkote 


ertising manager, Company, 
New York, and president, Direct Mail 
Advertising Association, asserted in dis 


sing “Direct Mail and Its Relation to 
sent-Day Merchandising Problems,” at 
ynth’ meeting ol the Industrial Ad 

g and Marketing Council, West 

New England Chapter 

Mr. Walter pointed out that direct mail 
its own during the last war and 

‘ly 


ise W increase in the same way 
: F 1 1 , 

he period immediately ahead of 

H Stressed the adaptabil ty of direct 

j 


speedy changes in conditions, ob 


1 personnel. In contrast to the 
xibie long range program, it 1s pat 
aluable as a means of conveying 
sage quickly to meet emergencies 
frequently develop overnight in 

, , 


ike these, Nhe declared 


. , ; 
Mr. Walter emphasized his contention 
t loes not always matter how expen 

’ 


mailing piece is produced but it 


dea that counts He predicted a 
] } 

tial increase In the s¢ oO direct 

ring 1941] 


Purchasing Agents Give 
Reactions to Advertising 


e industrial purchasing agents an 
questions about how they reach 
decisions at the January meeting 
Industrial Advertising Association 

vw York (TPA). The “Information, 
technique was used with E. Scott 
G. M. Basford Company, serving 
naster. The board of experts in 

Harold K. La Rowe, Dairymen’s 
Co-Operative Association: J 4 
General Printing Ink Corpora 
I J Parent, Mathieson Alkali 
. Inc.: W. P. Ainsworth, Combus 
ngineering Company; and H. A 


rson, Continental Can Company 


asing agents do read advertising, 
ought out, and the right kind of 
does influence their buying 
he complaints registered by the 
the advertising which they see 
opy is too general and lacks in 
necessary in making a purchas 
sion. “We buy on specifications,” 


Ry we dec lared 


* 


Mr. Conant asserted that the three 
major factors influencing his purchase de- 
cisions are quality, service, and price, and 
that advertising material giving complete 
facts on these matters is most helpful to 
him Mr. Manderson said that home 
reading of general magazines occasionally 
proves useful. As to readership of busi- 
ness papers by purchasing agents, Mr 
Parent estimated that he spends an aver- 
age of fifteen minutes a day reading the 
vertical type of trade publication, includ- 
ing both editorial and advertising material 

The experts agreed that the best way to 
get a promotional brochure in the hands 
of the purchasing agent is to have the 
salesman deliver it personally, and for him 
to be equipped also to answer questions as 
to specifications, price, and delivery de- 


tails. If such brochures contain helpful 
information, they are filed for future 
reference. The vast majority of direct 
mail addressed to purchasing agents is 
thrown away immediately, according to a 
survey by the National Association of 
Purchasing Agents, and many cases ot 
wrong addresses and duplicate and trip 
licate mailings were reported. The buyers 
also complained about the sales correspon 
dence addressed to them. Too often, they 
declared, their inquiries are either over- 
looked or answered without supplying all 
the information requested. 

House organs came in for considerable 
discussion, with the purchasing agents 
agreeing that the best of these publications 
prove helpful both in editorial and adver 
tising content. Several mentioned speci 
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COAL 


| one of the Primary 
: 







Defense Industries. 






is Definitely on the 
i pswing—Contact it 
| through its Accepted 
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NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bidg. 


A group of sales and advertising executives of Johns-Manville Sales Corporation at the 
| luncheon tendered Edward A. Phoenix, assistant sales promotion manager, upon completion 
For more than 50 years the lead- of twenty-five years’ service. Left to right: J. R. Jack, buyer of printing, advertising depart 

||| img journal of the coal industry ment; H. M. Shackelford, vice-president, advertising and sales promotion manager; T. A 
O'Brien, office manager, adv. dept.; Mr. Phoenix, in front of two members of the sales depar! 

mea ment: and Gordon F. Price, his assistant, who is also editor of the “NIAA News” publication 


we CZp sack Issues 


















fic house organs which are particularly attracts attention. Yellow rays will a 
@ Complete coverage useful. Mr. Conant made the point that penetrate space better than white ray 
ef current and back such publications help him get an insight However, any single hue, including ye 

into how companies which try to sell him low, builds up a strong after-image whe 
issues of trade papers products treat their employes. This in seen persistently. This after-image, wh 
and general magazines “Using formation is useful, he said, because man is bluish in tinge, causes some visual a: 
for editorial and adver- Trade Paper ufacturers who enjoy good relations with emotional distress that op condu 

Clippings in their workers are likely also to enjov good to comfort over any period of time 

tising material. Business” relations with their customers Black on yellow is perfect for attenti 


value and distant visibility, but black 


BACCO N ’S Elmo Roper to Address white still reigns supreme in books and 
magazines. The black should be extreme 
New Jersey Chapter, Feb. 19 intense and the white preferably soft 


curate texture. Ivory and cream stocks are 
ful and desirable, but they cannot be 
sidered superior to white 


Elmo Roper, known for his ac 
presidential election survey, will address 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. the Industrial Marketers of New Jersey, 





Feb. 19. on “Pitfalls in Making a Sur 


e\ 


Huge Research 
Fund Possible 





OH Say Did {YOU See “True or False” Answers 


our advertisement in the Market Data Book 
Humber! gneed it HOW ; Sie ‘ital teatel ‘sa rt p ia. If all the companies in the l 
1940 has ig mahee “interesting nai ay Parry gy hs San + Pele aeates wens vag spend only ee — 
profitable reading too along with the new A.B.C a. 2 *- . their gross incomes for research, the t 
rook let Media Selection ; :, . 2. 45% 3 True 4 True ? False 6 would amount to more than a billion 
ilk Pl t ly og “Aeld?- _ False 7. $3.50 S. True 7. False 10) lars a year, probably five times as 
] an ge gh ses ne ulse. 11. False ps tee _ a, - l 4 as at present This statement was 
Monthly from this field? Find rue. 15. True 16 False -s i. 59 recently by Dr. Karl T. Compton, 
CHICAGO mut NOW Truc 19 Tru 20. False. 21. True. 22 man otf the National Associatior 
False. 23. False Manufacturers Advisory Committe¢ 





Scientific Research in reporting a sut 
P , 


Color and Legibility of the research done by 188 compa: 


SUBSCRIBE cud ‘eran er cm. 
While black or yellow As Dy ng odds per cent, but ten of the companies s] 





the most legible of ill color c mbinations as high as ten per cent 
N O W ind mighty suitable for highw aA signs The significance of this researcl 
} sters, counter cards, ang the Ke, the a marketing viewpoint ts that wit! 
INDUSTRIAL modinatior is not recommended = for America may have missed many a ny 
MARKETING books and magazines, according ¢ x neoprene, polaroid, or even an aut 
COSTS ONLY search conducted by the General Printing bile industry, Dr. Compton pointed 
$2 PER YEAR Ink Corporation, New York 
Une of the merits of yellow is that it Fortey Leaves Warner & Swasey 





Harry W Fortey, director of 


tising, The Warner & Swasey Cor 


* . 
SPEED UP With Vari T er Cleveland, has resigned to take uf 
- 1 
yp tivities in other fields, according t 


nouncement made by C. S. Stilwell 





Thousands of business organizations are saving 


money by using the Vari-Typer the composing ecutive vice president Mr Forté 
Type Writer with changeable faces and spaces. This president of Industrial Marketers 
office machine reduces composition and printing . P . . 

costs for forms, bulletins, booklets, catalogs, folders, Cleveland, chapter of the Nationa 
etc., for either Mimeograph or Offset reproduction dustrial Advertisers Association 
Investigate the savings possible in your business. 

WRITE TODAY for new demonstration portfolio Gregory Forms Film Concern 
“How You Can Save Money With Vari-Typer” : ; 

with actual samples of work produced Francis Gregory & Associates, 


York, has been formed by Franc 
RALPH C. COXHEAD CORPORATION } an Beet css manseer, A 

Manufacturers of Vari-Typer Vv ” I Ne V ork i j » 
333 Sixth Avenue NEW YORK CITY OM, SNC., INSW FCIE, WO Poo. ® 








trial motion pictures 
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Milestones 


in Publishing 














4 
, 


The January Directory Number of 
nerican Artisan with 306 pages was the 


sgest issue of the magazine in its sixty 


e years of publication Eighty pages 
the issue were devoted to a complete 
ectory of the residential air condition 

warm air heating, and sheet metal 


ld The issue also set a new record for 

lvertising with 133 pages. Among the 

lvertisers were forty-two in the same 

duct classification—-warm air furnaces 
» 


With the January issue, Architectural 
rd entered its fiftieth anniversary year 
1 appeared in new cover and formation 
signed by L. Walter Flynn, magazine 
ist who has redesigned such _ publica- 
is Asia, Financial World, Banking, 
tage The main editorial section of 
January issue 1s devoted to the first 
a flash-back of American archi 
ture from 1891 to 1941, and is pro 
ed in lithography in several colors 
The January issue registered a sixty 
per cent gain in advertising volume 
January, 1940, representing an in 
ise of forty-six per cent in advertising 
ints 
Architectural Record was given a Spe 
Award last year in INDUSTRIAL MAR 
rinG’s Annual Competition for Edi- 


\ 


Achievement for outstanding pic 

treatment of editorial material 

Wade Sherman is managing editor 
6 


Believing that arbitration can and does 
mportant part as an instrument 
ternational commercial policy, Im 
Guide has created an annual 


ne giver to that business or 

tt. . * , ’ ’ } > | > 
zat ( association in the United 
which shall have made the out 


contripution§ either through the 


promotion of the use of arbitra 

reign trade The award will be 

der the auspices of the American 
Association 
e 

Manufact s Re 1 and Construc 


effective with March issues, will re 


eir trim sizes trom 9x12 inches to 


1% inches, the standard trim size 
nded by the National Industrial 
‘ Associatior The type page 

i 7x10 

= 
Annual Review Number of The 
Age (Jan. 2) carried a grand total 
2 payes, including 370 pages ot ad 
ng For the entire year of 1940, the 
carried 4.315 pages, more ad 
other publication in the 

e 
T vt Blue Bo Rn ide its ap 
January with a_ laminated 

mechanical binding 

e 

Bottler’s Crazette has an- 


in imcrease in advertising rates 
March 15, which will advance 
e-time page rate trom $125 to $143, 
twelve-time page rate from $82 
Agency commission will be in- 


ten per cent to hiteen per 





Winfield Scott Cushion Dies Richard McGraw Promured 


Winfield Scott Cushion, senior vice- Richard E. McGraw, formerly sales pro 
president, W. R. C. Smith Publishing motional manager, Radio and Television 
Company, Atlanta, Ga., died on Jan. 14, Retailing, New York, has been appointed 
1941. at the age of fifty-seven ‘Me was manager of that publication, succeeding 


Lee Robinson who has been assigned to 


> comps ( irty-three years, : : 
with the company for thirty-three yea executive duties on other McGraw-Hill 


and represented the publications, Cotton, publications 


New Members in NBPA 


Southern Power & Industry, and Southern 
Hardware in the Ohio and Pennsylvania 


territories Bramson Publishing Company, Detroit, 
publisher of Tool Engineer, and Construc 
Allgood Made Director tion Digest, Indianapolis, have been elected 


to membership in the National Business 
Papers Association 


of Merchandising 


The Willard Storage Battery Company, 7 
Cleveland, has appointed D. M. Allgood French Appointed 


director of merchandising, succeeding S. E Metal Goods Corporation, St. Louis, 
Baldwin who assumes the position of man has appointed Oakleigh R. French & 
ager of public relations. associates to handle its advertising 








EXPORTERS 
GO FORWARD! 


American industry, as never before, 
is pursuing a far-sighted policy in 
international trade relations. Re- 
gardless of defense contracts and 
other unusual handicaps to the 
normal conduct of business— 


425 manufacturers and exporters oc- 
cupy 392% pages of advertising to 
tell overseas buyers about their 
products in the January feature is- 
sues of EL AUTOMOVIL AMERI- 
CANO, THE AMERICAN AUTOMO- 
BILE (Overseas Edition), INGENIERIA 
INTERNACIONAL and EL FARMA- 
CEUTICO. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


330 WEST 42nd STREET, NEW YORK CITY 


Publishers of INGENIERIA INTERNACIONAL, EL FARMACEUTICO, EL AUTO- 

MOVIL AMERICANO, THE AMERICAN AUTOMOBILE (Overseas Edition), THE 

BUYERS GUIDE for Latin American Engineering and Industry, and THE BUY- 
ERS GUIDES for Overseas Automotive Distributors. 


BRANCH OFFICES—I6 South Broad Street, Philadelphia; 1427 Statler Bidg.. 

Park Square, Boston: Hanna Bidg.. Cleveland; 520 N. Michigan Ave., Chicago; 

General Motors Bidg., Detroit; 68 Post St., San Francisco; 517 North Beachwood 
Drive, Los Angeles; 1011 Rhodes-Haverty Bidg., Atlanta, Ga. 
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to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





Tips on Your Neu 
Product Effective. 
A guide sheet giving specific rec- 
ommendations for the preparation of 
text and illustrations for new product 
publicity items. Prepared by the edi- 
tor of Industrial Equipment News. 


Making 
Descriptions 


437. 


The Paper Industry in National 
Defense. 

A reprint of an article which ap- 
peared in The Paper Industry and 
Paper World outlining changes taking 
place in the paper and pulp manufac- 


438. 


turing industry. 


An Analysis of a $600,000,000 
Market and How to Reach it. 
A file folder of market facts with 
reference to public works funds to be 
spent in Illinois, Indiana, Ohio. 
Prepared by Construction Digest. 


439. 


and 


Seeing the Building Industry 
through the Lumber and Build 
ing Material Dealer’s Eyes. 

This booklet 


of the building 


440). 


presents a breakdown 
market by 


the 


ty pes of 


construction, discusses building 
material dealer’s relation to it and sug- 
gests how dealer advertising should be 
Prepared by Building Sup 


direc ted. 


ply News. 


lob u hic h onl Ad 
Do. 


This publication deals with the con- 


One Sales 
vertising Can 


44] 


tractor market in the building indus- 
try, giving specific data on types of 
and their 
Published by 


Ww ork done 
the field. 


Builder. 


importance in 
Practical 


442. Oil Refinery Market Data, 1941. 


A colorful brochure the 


domestic petroleum refining market, 


treating 


enumerating expenditures which will 
be made during 1941 by classification 
of products and activities, explaining 
how the market is 
and listing the operating refineries in 
the United States together with their 
crude oil operating Pub- 
lished by The Gulf Publishing Com- 


buying in done, 


capacity. 


pany. 


1941 Forecast of Drilling, Pro- 
ducing, and Refining Equipment 
Ex penditures. 

A bulletin 
Publishing Company 


443. 


The ( sulf 
thor- 


prepared by 


giving a 


ough discussion of the outlook for th 
oil and petroleum industry in 1941. 


Earth Mover and Road Builder 
Markets 

A graphically illustrated analysis of 
the various divisions of the earth mov 
ing and road building markets; types 
of work they do; what the market 
represents; who the buyers are, what 
they buy, and how to sell them. Issued 
by Earth Mover and Road Builder. 


432. 


Getting the Order for Ma 
chinery and Allied Products. 


manage 


354. 

Based on interviews with 
ment and operating executives 
plants of 
classification, this survey produced the 


n 


various size and product 


answers to twelve questions that man- 
agement wants to know before placing 
orders for equipment. A check chart 
of activ e management opinion on these 
points also is provided. Published by 


Business We ck. 


414. Over-all Fact Picture. 

An eight-page folder giving com 
plete distribution data and maps ot 
the chemical process industries, includ 
ing plant location, production distri 
bution, value of products by classifi 
cations, and the growth of the market 
Produced by Chemical 5 Metallurgical 


Engineering. 


j 


The Electrical Contracting In 
dustry. 

A release by Electrical Contracting 
including a number of sheets devoted 


396. 


to a breakdown of the electrical con 
tracting industry, by size of business, 
types of work done, who buys electr 

cal equipment and services in indus 
trial plants, and how motor servic« 
shops function. 


415. Industrial Genius in Action. 
This beautifully prepared brochu 
gives a fascinating, factual, and rm 
mantic story of the development 
paper and paper products by Kimbe 
ly-Clark Corporation and their si: 
nificance to business and industry. 


413. Foreign Government Bu 


Agencies in the U. S. A. 


This revised list gives addresses 
buying agencies in the United Stat 
for foreign governments. Compi 
by Business Publishers Internati 


¢ orporation. 


INDUSTRIAL MARKETING, February, !94 











